


WALWORTH COMPANY 
General Sales Office: 
60 East 42nd St., New York 





We asked 37,000} 
about the Walco} 


nd here is what THEY said: | 


“All O. K.”“ “An A-1 wrench.” “A jewel all § 


through.” “The last word in wrenches of its type.” 
“Made by Walworth is the strongest feature with 


us.” “We were favorable to the . .... Wrench. § 


Your Walco has it beat.” 


These were some of the general comments from the | 


thousands of wrench buyers and (still more impor- 


tant) wrench USERS whom we asked to tell us how | 


they liked the new Walco pipe wrench. 


Many of them were especially enthusiastic about | 
the solid drop-forging of the entire bar and the pro- | 


tection it affords to prevent the nut from being 
smashed out of round. 

Ask any one who has already switched to the 
Walco and he will tell you pretty much the same 
story,—that in this “simplest and strongest of pipe 


wrenches” we have “handed the trade a real work- § 
ing tool”... “as good a wrench as can be made.” i 
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_— semi- 
finished nuts 
...are milled 


from the bar 


Semi-finished and castellated 
nuts made by Lamson & Sessions 
are produced on machines of 
extraordinary accuracy. Long 
batteries of tapping machines are 
kept busy the year round cutting 
threads of gauge-like precision, 
for a Lamson nut must always fit 
a little better than common usage 
calls for. That is the Lamson 
standard by which all Lamson 
products are judged. 

When you turn down a Lam- 
son nut on a bolt you will find 
smoothness of thread is uniform 
for the length of the thread. 
And when you start a Lamson 
semi-finished nut you find it 
starts quickly, for Lamson coun- 
ter-sinks all semi-finished nuts 
for just that purpose. 

Your customers can speed up 
their assemblies with nuts made 
to the highest standards of qual- 


ity in every particular. 


Buy through your Distributor. 
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LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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Newest GraAssS SHEAR Item 





No. 135 Super-Clip 


Offered By the Oldest Maker 
Priced $1.00 Retail, Throughout the Land 


Ask your jobber now. 














aa tmp PECK, SIOW & WILCOX CO. *= 
Pliers 1 Squares 
Screw-Drivers SOUTHINGTON, CONN.., U. S. A. Fender and Body 
races + Dent Removin 
Pcainig Sites Makers of Good Tools since 1819 “a 
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(Prices slightly higher west of Denver) 


Order a display of these fast selling padlocks from your jobber NOW! 


General Lock Corporation . . . . Lancaster, Pa., U. S. A. 


4 HARDWARE AGE 











No. GG250 














Illustrated 
GENERAL 


Vises are NOT 
sold to any chain 
store or mail order 
house. 


i 
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S89 = — GENERAL 


GIANT GRIP 
CLAMP VISES 











An unusually high quality line of accurately machined and milled clamp vises—Over sized construction 
—Scientifically designed and reinforced for extra strength—Attractively finished in baked red enamel 
—Full nickel plated trim—Individually Tested—Fully guaranteed—Built to Last a Life Time. 


Number .... GG150 GG200 GG250 GG300 GG350 
ee 1Y inch 2 inch 2 inch 3 inch 312 inch 
Weight ..... 4 Ibs. 61 Ibs. 7’ Ibs. 91 Ibs. 14 Ibs. 
Net Prices... $1.00 $1.50 $2.17 $2.83 $4.00 


(Prices slightly higher West of Denver) 


SPECIAL INTRODUCTORY DEAL No. 1150 





Consists of one each of the above five vises— | 
One beautiful Lithographed counter display .. .. . For Only $11 50 
And one No. GG-250 212 inch vise (worth $3.25) FREE ected | 


For a limited time only—Order yours today—over 78% Profit margin! 


NAN 
Sar TX 








Order these fast selling vises from your jobber NOW! 
; 240 N. MILWAUKEE STREET 
GENERAL GRINDER CORP. MILWAUKEE, WIS., U. S. A. 
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water cold and palatable — or coffee 
and tea steaming hot. 








AGAIN KNAPP-MONARCH lives up to its reputation, for leadership, and builds a jar 
that does away with the old style table pitcher and fills an old need satisfactorily and 
completely. The Therma-a-Jar is made in table size . . . one-half gallon capacity and 
will keep lemonade, punch, milk or ice water cold and palatable . . . or coffee and tea 
steaming hot. Every woman wants one the minute she sees it. 


The Therma-a-Jar is an outstanding example of some of the new Monarch creations for 
1931 in a complete line of 
jugs built to supply every 
jug need at prices within 
the reach of everyone. 


Dealers who stock and push 
the complete Monarch line.. — ™ : 
the only complete line of jugs — = =e e 
made..aresure to sell several “MONARCH , " em 
jugs instead of one and there- 

fore enjoy profits far in ex- 3 
cess of their expectations. 





You are invited to write 


or complete details. MONARCH FOOD JUG THERM-A-JUG 
fe P tails Indispensable to campers and picnickers Nationally known as the supreme jug 
for keeping foods cold or hot. value of the world. 








~KNAPP-MONARCH COMPA! 


_* MANUFACTURERS ¢ BELLEVILLE 
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The 1931 demand for quality merchandise is a challenge to every alert hardware 
retailer. To help our dealers sell the quality and value of Hanover Wire Screen 
Cloth, a striking display has been prepared and is offered to them. This 
unique display serves a double purpose — being adaptable for use as a 
window display or as a counter card. 


As a counter card it becomes an extremely useful piece. Actual samples of the 
four leading Hanover brands are attached to the card and are |labeled. The 
customer may see and feel these various types of screening right on the display 
—saving the dealer the time and trouble of bringing out the large, bulky 
rolls. The display invites the customer to examine the actual samples and see 
for himself their obvious quality. 


Vigorous sales promotion—backing this line of wire screen cloth of established 
leadership in quality, will pave the way for profitable business in 1931 for 
every Hanover dealer. Write today for more complete information. 


Hanover Wire Cloth Co. ¥ Hanover, Pa. 


Manager of Sales 
John M. Hart Co., Graybar Bldg., New York City 


Or 
TO 
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A Display that 
Sells Quality. - 
and Helps to Prove it 





This photograph shows the dis- 
play card in use as a part of a 
window display. 





Here the display card is seen in 
use on the dealer’s counter. 











A city inside of your window 





The Nicholson File Display is 36” high, 57” 
8 small cut out figures set up in front 


Can Be Of dioplay. Lshograpbed in ton color. 
Electrically 


Lighted NICHOLSON 
FILES 


Rome was not built in a day and neither was 
NICHOLSONVILLE. The last named city, 
although only large enough to occupy a reason- 
able space in your store window, was finished 
only after weeks of planning and execution by 
men thoroughly trained in the art of creating 
out of the ordinary window displays. 


Now NICHOLSONVILLE is a complete little 
town, electrically lighted, ready to take its place 


OL in i i 

cy your window to help you sell Nicholson Files. 

= Set There is no charge for NICHOLSONVILLE. 
USA. The only requirement is that you detach the at- 
(TRADE MARK _ tached coupon, fill it in and mail it to us at once. 


The supply of these 1931 displays is limited 
and requests will be filled in the order received. 





NICHOLSON FILE CO. NICHOLSON FILE COMPANY. 














Providence, R. I. 
Pls tend me prepaid and fe af al chugs che Providence, R. I., U.S. A. 
Name 3 _ : 
ean a es ja A FILE 
City tiene FOR EVERY PURPOSE 
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The New BLACK DIAMOND 
Window 





The Black Diamond File Display is 36” 
high, 44" wide. Side Cards 16” high, 
9” wide. Lithographed in ten colors. Can B e 


Electrically 
Lighted 


now ready for 


OUr dealers 


The new Black Diamond File Window 
Display is not only lithographed in at- 
tractive colors but can also be illuminated 
electrically at night. 


This display will be sent to you free of 
charge but, as the supply is limited, we 
suggest that you send coupon at once. 
Requests filled in the order received. 





G. & H. BARNETT CoO. 
1078 Frankford Avenue 


il hi ; 
Philadelphia, Pa NICHOLSON FILE Co. 
Providence, R. I. 





Gentlemen : 
Owned and Operated by At no cost to me, please send me the 


NICHOLSON FILE CO., Providence, R.!., U.S. A. 1931 Black Diamond Window Display 
Name_ 


SINCE 1863 Street Address 
THE STANDARD OF QUALITY ee oe 


MAY 14, 1931 






















ENT POR TANCE 


of baying quality in 


RIVETS 


Z. the little things in life that count ... the little better material _ 
that goes into our Tubular and Split Rivets ... the little better 
workmanship. And it's the little higher price that gives you the quality product, 
that satisfies your customers, and that builds the good will that must underlie your 


business if it is to be permanently successful. 


TUBULAR RIVET 
& STUD CONPANY 
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ILCO aANNouNcEs 
A NEW NIGHT LATCH—’217 


more than ordinary security— 
Priced For Satisfactory Profit 





Here is a latch to satisfy the 
security demands of the most 
careful home owner. It can be 
deadlocked from either side to 
resist a jimmy. A slight extra 
turn of the knob on the inside 
or of the key on the outside 
throws the bolt an extra 4" 
further in so that a flat surface 
rests in the crack of the door, 
and deadlocks the bolt against 
end pressure. 


This extra security at a cost no 
greater than that of the average 
night latch means new sales 
for you. The advantages of this 
type of latch will be readily ap- 
parent to your customers upon 
demonstration. 








SPECIFICATIONS OF NO. 217 NIGHT LATCH 


Case: 244” x 35%” Iron, heavy black Japanned. 

Cylinder: Five pin-tumbler solid bronze, 4019A, furnished with set-in 
reinforced ring No. 43. 

Keys: Three, nickel-silver No. 1054. 

Back Set: 234”, for doors 1” to 214” thick, either right or left hand. 

Bolt Projection: When fully extended, 11/16”. 

Operation: From outside by key, from inside by knob. Bolt may be held 
back by stop button and may be deadlocked against end pressure by key 
or knob. When deadlocked, bolt has an additional throw of %”. 

Can be furnished keyed alike or master keyed in groups. Key changes 
practically unlimited. 

Strikes: One Rim Type No. 1-34, One flat type No. 2-4. 











The generous ILCO profit mar- View showing dead- 

locking feature of 

i the new No. 217 
gin makes these new sales an ——- 


important factor in your spring 
sales plans. Send Coupon for 
full information. 





INDEPENDENT LOCK CO., Fitchburg, Mass. 
Gentlemen: Please send me full information on 


INDEPENDENT LOCK COMPANY Ne 217 Ni ae 





Name ; deslacetenoaat eee ss saasniaetislaprttacediie 

FITCHBURG, MASS. hate sinmsicininnacenets woth sicngtairtesicaaaipasainiba 

NEW YORK — PHILADELPHIA — PITTSBURCH — BALTIMORE— ATLANTA — CLEVELAND Street... onorecorenonnrstnnnennseons meewee 
= DETROIT — CHICAGO — KANSAS CITY — DENVER —LOS ANCELES —SAN FRANCISCO Town SO icisisctnnccctenetcas 


MAY 14, 1931 
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HAND MOWERS ~ 





A complete line — a complete price 
range. Eclipse built means service — 
performance — user satisfaction. 
Thirty years of success in making mow- 
ers is your assurance that the Eclipse 
is the line to sell. 





THIS ONE Feature 
MAKES GecGse THE MOST 


DESIRABLE OFALL MOWERS 


You know how difficult it is for the average mower 
owner to keep the cutter bar in proper adjustment. 
How often it is necessary for him to run over the lawn 
twice or more to get it cut. He decides to buy a new 
Mower and picks an Eclipse. Why? Because of the 
hand lever bar adjustment. No tools, just a turn or 






Eclipse Power Mowers —three 
sizes and types — to meet 
every need and demand. 

Model 25 — 25 inch cut. 

Model 21 — 21 inch cut. 

Model 20 — 20 inch cut. 
Equipped with Briggs & Strat- 
ton 4-Cycle Easy Starting 
Service Free Engines. 


12 


two of the thumb nuts — even cutting the entire width 
— the greatest selling feature on any Lawn Mower 
and it’s exclusively Eclipse. And this is only one of 
the Eclipse exclusive features — Automatic self-sharp- 
ening is another that appeals and performs. 





POWER MOWERS 


ECLIPSE MACHINE 
COMPANY 


31 Main St., Prophetstown, IIl. 
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Roller Skating Brings 
Health and Happiness 


To Boys and Girls... 


May days are play days. Consider the chil- 
dren. Give serious thought to winning their 
trade. Remember that the boys and girls of 
the present are the prospective customers of 
the future. 


Cater to their needs. An attractive display of 
Union Hardware Roller Skates is the first step. 


(HARDWARE CONMIPANY ) 


Reg. U. S. Pat. Off. 


Ball Bearing Extension Roller Skates 


’ The dependable construction and reasonable 
price of these famous skates will help you 
‘sell them. The health and happiness de- 
rived from roller skating will keep them 
sold. 


This national sport gives children just the 
exercise they need to keep them physically 
fit. 


You will sell more roller skates than ever, 
if you sell both parents and children the 
HEALTH APPEAL in this popular pas- 
time. Try it. 


pany Skates; write 


Established 1854 





No. 6 S. C. 


For Girls New York Office 





MAY 14, 1931 


All jobbers handle Union Hardware Com- 


Shaw 


Reg, U. S. Pat. Off. 


TORRINGTON, CONN. 


We'll do our part by providing skates that 
neither children nor adults will ever discard 
—they are always entirely satisfactory. 


Finest ball-bearings; self-contained wheels; 
trucks that oscillate on best rubber cushions; 
straps of good quality leather; and an ex- 
tension adjustment which permits one size 
skate to be fitted to nearly all sizes of shoes, 
are features which make Union Hardware 
Roller Skates the leading sellers everywhere. 
Patterns for Men, Women and- Children. 
Now is the time to boost sales. 










to us for a Catalog. 


Incorporated 1864 






No. 130 
For Boys 


151 Ch : 
a and Girls 























- « « e-BECAUSE ITHAS 
STOOD FOR 757 YEARS 
THOUGH 1672 FEET OUT 
OF LINE. ...A REAL 
MARVEL THAT DEFIES 
ALL LAWS OF NATURE 


IS THE TOWER OF PISA 
ONE OF THE WORLD’S 
WONDERS... - 


Bal Cot 


Doo-Klip 


STANDARD 
GRASS SHEAR 
RETAIL $1 50 


PRICE 











Your business is no Tower of Pisa. You must select items that balance. 
Sales without profits or profits without sales mean nothing. Offer 
your customers DOO-KLIP GRASS SHEARS and 
PRUNER PRUNERS. In addition to real quality, these items offer 
[4440 unusual selling features, large. sales, sales helps and 
$1 — really attractive margins of profit, which are 
(2 protected. 
The selling season is here. Only mer- — : 
eatin in stock pays a profit. Doo Ai ip 
Order from your jobber 

















Ro} Tem. 7.t. 1°) 4 

GRASS SHEAR 

4 a eo oe 
$230 


tien NTT TRANNY)! 





Made by The Alliance AMD Go. “ies 
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A Constant 
and Profitable Market 
for this Wheelbarrow 


HE man who owns his own home has an inbred desire to 
i “putter around” and “fix things up,” beautifying his posses- 
sions and property and making them always better to live in. 


Home owners are almost legion in this respéct. Which fact should 
offer you greater opportunities for developing new and profitable 
business for the Home and Garden Barrow, a wheelbarrow 
designed and priced for this ever increasing market. 


Distributors and Hardware Merchants can se- 
cure constant and profitable sales by selling the 
perfectly balanced, light weight, rigidly and 
sturdily constructed General Home and Gar- 
den Barrow, the one wheelbarrow that makes 
light of heavy hauling. 









GENERAL WHEELBARROW COMPANY 


Makers of Speedbarrows and Concrete Carts, Road Grader Blades, Scrapers, 
Salamanders, Coal Chutes, Agricultural Implements, Plow Shapes 


3140 EAST 65th STREET ... CLEVELAND, OHIO 


Associated Companies: GENERAL WHEELBARROW CO. - THE EMPIRE PLOW CO. 


MAY 14, 1931 
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Put these 
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to work for You ! 


| CORPORATION 
UTICA NY. 
bed 


MAY 14, 1931 ™ 

















“Bay State” 
Single Barrel Shotgun 


TO MEET COMPETITION 
AND MAINTAIN QUALITY 


Order through your Jobber 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASS., U. S. A. 


... New 


OUTING'’S “Midget” Bait Box is the very latest 
thing in “vest pocket” editions. Holds eight to 
ten artificial lures— enough to tempt the most 
fastidious fish. Handiest thing ever made for the 
day’s bait. Measures 8” long, 4” wide, 114” deep. 
Fits into most any pocket. Can be carried in stor- 
, age cellar of any Outing Cant-i-lever Tackle Box. 
Made of aluminum, “light asa feather.” 
Hinges and rivets are brass, rust-proof 
plated. Box has four compartments; is 
strongly made and the most astonish- 
ing thing about it is the list price, only 
CATALOG No. 105 


Outing’s Tool and Tackle Boxes 


This is the box that says, “Here it is.” Spreads its entire comfortable handles. Sturdy hardware. 
contents out before you—everything in clear view and Weather-proof baked enamel, inside and 
accessible. Below, The Master Angler, aristocrat of them out. Rounded, catch-proof corners. Can’t 


all. Beautiful Ripple finish, green or black. All hard- upset. Outing Tool and Tackle boxes, 
special bait boxes, 


ware cadmium plated rust-proof. Can’t 

. > > ° Elkhart, 
spill. Can’t leak. Can’t upset. Two sizes. Outing Mig. e Indiana cket anglers, decoys, 
Outing boxes are Pacific Coast Representative: McDonald & Linforth anding nets, etc., are | 


















¢ 








San Francisco, California ° : 
-— rawn from ------= ic ae agate all beautifully illustrated and de- 
OUTING MANUFA G COMPANY 017 ey 
lead coated plate Ea: Sechoon Givian, iden, Enitane scribed in our latest catalogs. Send 
steel. They are Gentlemen : Without tention plsece send Catalog coupon today for your cop ° Very 
water — > galleries <a attractive, direct-to-dealer discount 
Pee IID gy... see snudsede sco dgtlcdees<ades proposition. No obligation to you. 
TOWN... cr cccccscvcccscscens Btate.....se00+ 
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A display 
of Chromium-Plated 


“Yankee” Tools for 


the dealer’s table 












; © 1931 

North Bros. Mfg. Co. 

Philadelphia, Pa., U.S.A. 
Printed in U.S. A. 


* YANKEE” Display Box No. 1 


HE finest of fine tools, No. 30-A_ stirat Drivers 


° e Stand i on 
made finer still! And ee 
‘“ i‘ No. 41 Push Drill 2 only 

arranged ina display that No.1 — Batshet Driver 
6 " blade only 


will sell more tools, sell yg. 45 Ratchet Driver.3, 
e wit umb-turn only 


them quick and easy, and Dealers’ Price, per unit 


make more profit for you. Preece’ by canton. Weight, 5 Ibs. 9 oz 





“Yankee” Tools are not sold to catalog houses, mail- alata 


order or chain stores—either directly or indirectly; 


nor are they being supplied under private brands. 








Ma ptAT SS 


ANKEE 
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Here is a display, 942” x 12” table 
space, designed by * Yankee” to do two 
things the hardware dealer today must 
do: sell more fine merchandise; and 
make these good sales at less expense! 
Display will do it on fine tools no less 
than on pick-up items. This * Yankee” 
Display has everything to back up that 
proposition: “Yankee” prestige and 
“Yankee” national advertising — plus 


NCREASED S 
Decreased Selling Expense 





ALES 


“Yankee” new chromium-plated tools, 
in a Table Tray of such attractiveness 
that no customer can escape it! There 
is hardly a mechanic, or household, or 
farm, but is in need of additional time- 
and labor-saving tools. The modern 
merchandising way to turn this need 
into actual sales in your store, is to 
show such tools as “Yankee” ar- 
ranged in an outstanding display. 


PRINTED IN U.S.A 


NORTH BROS. MFG. CO. 
PHILADELPHIA, PA., U.S. A. 


(OVER) 
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No. 98 
All Metal Coaster Wagon 


Sets a New Standard of 
Value in its present price 
class. 


35” x 15%” x 5” extra heavy ribbed steel bed. 
10” roller bearing balloon wheels. 7%” heavy rub- 
ber tiring. Polished nickel hub caps. 1” steel 
axles, heavily braced front and rear. Heavy steel 
sides rolled top and bottom, embossed panels. 





Compare with others before you buy. 





A Larger, 
Finer line of 
Wheel Barrows 














DAY 


er 4 
ell 4 


| 





No. 53-63-73 COMBINATION 


Built of the same heavy steel as the larger coaster 
wagons, and as strong and sturdy. One piece 
drawn metal beds, heavily braced for long, hard 
abuse. Win trade appreciation with SON-NY 
quality. Write for complete information and new 
low prices on Son-ny coasters and playground 
equipment. 


The Dayton Toy and Specialty Co. 
1114 Bolander Ave. Dayton, Ohie 
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What a Fleet of 
Toys for Boys 


9 


A remarkable group of cast iron pull toys. 
Every one of intense interest to the children, 
every One a masterpiece in its representation 
of the larger item from which it was modeled. 


An assortment that all dealers could handle 
with increased sales. Look at them, and 
remember them as fast sellers, the ‘‘Cater- 
pillar” Tractor, Mack High Dump Truck, 
Ice Truck, Dump Truck, Ford Coupe, Racer, 
McCormick-Deering Tractor, Reo Coupe, 
Mack Wrecker and the White Truck that 
actually holds water. ~ 


A set of toys that will not fail you, all year 
round toys that move in the spring, summer, 
and fall. Write now for an Arcade catalog. 
Ask your jobbers for prices. 


ARCADE «=. TOYS 


ARCADE MANUFACTURING CO. 


BRANCH OFFICES: 


FREEPORT, ILLINOIS 


REPRESENTATIVES: 


Chicago Dallas J. T. Rowntree, Inc. 


New York Merchandise Mart D.D. Otstott,Inc. San Francisco Los Angeles 


200 Fifth Ave. 


Santa Fe Bldg. Portland Salt Lake City 
Seattle Denver 


Room 14111 
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Sereens 









eg 9 approved 


by health authorities 


OU can profit by the work your health commissions are 

doing . . . . can make real money not only from the sale 
of Screen Cloth, but from trade in other merchandise that 
prospects purchase when in your store to buy Screen Cloth. 
Be sure you have a good assorted stock of Gold Strand Wire 
Screen well displayed. Talk the health angle 
to your customer. Distribute the little book- 
lets, “Handy Hints for Making Window, Door 


and Porch Screens.” 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of 

WICKWIRE SPENCER STEEL CO. 

41 East 42nd Street, New York City 


Ask your jobber sale. 
Buffalo Chicago Tulsa Worcester Cleveland jor o supply of these busi- 

* % ness-getting little books. 
Pacific Coast Headquarters: San Francisco He 


gladly ag them 
Branchesand Warehouses: Los Angeles, Portland, Seattle 





to you FREE. 








GOLD STRAND SCREEN WIRE CLOTH V 





Black painted American Galvanized American Gold Strand Hard 
American Gold Strand American Gold Strand pper 
Galvanoid Bronze* *In light and dark finish 
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23 models and you’re 
‘all set’’ 





yy 

A light four-blade mower for the 

B 4 man who cuts his grass only onceina 

: week or ten days. Moderately priced. 


O need to clutter up your store with 
fifty-seven varieties of lawn mowers. 


No need to tie up a large investment in 


inactive stock. 





These three models of the Genuine Phila- 
delphia meet the needs of the three repre- Re eee a TT 
sentative types of lawns and the price-paying Be odoin. aaa 
abilities of the three representative types 
of buyers. 

This is lawn mower selling specialized and 
simplified at the same time. 


HAVE YOU SEEN THE NEW 
PHILADELPHIA CATALOG? 


If not, send the coupon at once. This catalog shows large photo- 
graphs with complete descriptions of all mowers and specialties. 





tional) for the finest lawns in the better resi- 


r |) GS E N U j wi E s dential sections, which are mowed frequently. 
Philadelphia Lawn Mower Co., Inc. 
4250 Wissahickon Ave., Philadelphia, Pa. 


Please send Catalog Ne. 31 to 


Lawn Mower aa 


\: mower with four blades or five blades (op- 
Ss 
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ir race Expert Gunners and Anglers 


HERE will be more small-bore, shotgun OR inland or salt water fishing, bait ( 4 

and high power shooting this year than casting or trolling, anglers know that [ieee ae 

ever before. Experts and old timers at HOPPE’S LUBRICATING OIL is the HOPPE § 
the targets, before the traps or in the field best for their reels. This is the same oil 


insure accuracy by using HOPPE’S NITRO which experts use on their guns. Absolutely LUBRICATING 
POWDER SOLVENT NO. 9 to remove rust, pure, penetrating and never gums. Ideal for 
residue, metal fouling and leading. It every household purpose. 

is a constant seller, 


Your customers should have a copy of our A small display of Hoppe’s No. 9; Hoppe’s 
new 16 page Guide for Gun Protection. Write Lubricating Oil and Hoppe’s Gun Grease on 
for a supply with your imprint. your counter will bring you profits. 


Order from your Jobber today. 


FRANK A. HOPPE, INC., 2314-H, N. 8th Street, PHILADELPHIA 

















To Demonstrate 
This Bed Is to 
Sell It 





When a customer watches you remove a No. 80 ‘‘Gold Medal’’ Steel Fold- 
ing Bed from its carton—unroll it—open the frame—extend the legs and 
thus in a few seconds form a full length, full width bed, they are amazed 
at its simplicity. The non-rusting steel mattress has 23 coil springs at 
each end, providing unusual comfort. In addition to their appeal to camp- 
ers, ‘‘Gold Medal’’ beds can be sold for home use as a handy ‘‘spare’’ bed. 


Gold Medal Folding Furniture Co., 1706 Packard Ave., Racine, Wis. 


SAFETY ©. y 
REVOLVERS 


The Safest Revolvers Made 


and Great Business Getters 


—— 


Iver Johnson’s Arms @ Cycle Works 


FITCHBURG, MASS 





NEW YORK CHICAGO 
151 Chambers Street 108 W. Lake Stree 


SAN FRANCISCO 
Jil Market Str t 





Sg a Gol DMEDAL 
Medal’’ Folding Furniture, dis- 


played in your store and windows, aoe D Fur vs niture 
will attract trade. Write today 
for beautiful catalog showing the 
1931 line in colors. 


Why cary Only Cheap Skates? 


Dozens of people come into your 
store daily who would buy their 
children the best 
skate — Richard- 
son’s—if you car- 
ried it. One lad 
that buys Richard- 
son’s from you 
brings others  be- 
cause they can do 
things with Richard- 
son’s possible with 
no other skate. 
Tested Sales Plan 




















Richardson Ball Bearing Skate Co. %8t,You free with- / 
3312-18 Ravenswood Ave. Chicago, Il. -—_ qa oe 
Established 1884 : <2 
9 Meisselbach . 
RI TCHARDSON & Division of 
The General Industries Co. @# 
ACTLEX~ Koller Skates 3136 Taylor Street, Elyria, Ohio 
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Brand New 


Monarch offers new and 


improved numbers 


a reasonable price. 


axle. 





Monarch Master 
ubular Frame Velocipede 


The Monarch 





You'll be especially interested in 
the new Monarch Rock-O-Car— 
the convertible walker and rocker. 
A two-in-one item. Real value at 


The new Monarch Velocipede has 
more real value than ever before 
offered. New design in malleable 
rear frame—flat step and slip-out 


Look over the full Monarch line—Rooms 
728-29, Palmer House, Chicago. 







Products Co. . 


MONARCH 


In New York at 


BERT SCHEUER 


45 E. 17th Street 


Monarch Rock-O-Car 
(Patent Applied for) 


. Tiffin, Ohio 


HAROLD SCHEUER 





BULLS EYE The Best Way to 
Sell Air Rifle Shot 


ON’T sell air rifle shot in bulk— 

it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
tecommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 


DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


BULLS EYE etriz SHOT 











Are ACTIVE Sellers 


Hardware Age regularly publishes 
many stories of profits made by 
hardware dealers who handle toys. 
What these merchants are doing 
you can do. 

Read about these successes and 
then turn to the advertising es. 
You'll find that the toy manufac- 
turers are offering the dealer 
worthwhile merchandising helps. 


There is real money in toys. 























It’s GOOD BUSINESS 


to stop where Business is Good! 





2,500 rooms. A radio, tub, 
shower, circulating ice water, 
Servidor in every one of them. 
Extra value! 

Every room an outside room— 
and 85% of them priced at $3.50 
to $5.00. Extra value! 

116 new sample rooms. Four 
popular price restaurants, includ- 
ing a “speed counter” 
Coffee Shop—with 
food that is the talk 


RALPH HITZ, Managing Director 


You'll find extra 
value in every- 
thing at New York’s 
most successful 
hotel... 


of the town. Extra Value! 

A location in the heart of mid- 
town Manhattan “next door to 
everything.” Private tunnel to the 
Pennsylvania Station. B. & O. 
Motor Coach connections, too. 

The overwhelming success of 
the Hotel New Yorker is not 
built upon low rates alone; it 
is built upon BIGGER AND 
BETTER VALUE, Come and 
get it! 


NEW YORK’'S MOST POPULAR HOTEL 


HOTEL NEW YORKER 


34th Street, at 8th Avenue, New York 


Chicago Office: 77 W. Washington St. 
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Pharis dealers climb 
a profit ladder that is 19 years old 


NE of the largest Pharis dealers has been climbing for 15 years. His 
profits climb with him, and he is but one of many. 


Value is, of course, the foundation on which a profit ladder must stand. 
Pharis Tires are guaranteed by a standard warranty, but it is their superior 
performance rather than the guarantee that satisfies the many motorists 
who use them. 

Price is the other half of value, and Pharis prices attract trade. They are 
low because they do not include the high selling expense consumers must 
ordinarily pay when they buy tires. Pharis has no factory-owned stores, ex- 
pensive warehouse system or large sales force. Pharis prices are buyers’ 
prices, and Pharis dealerships are profitable. 


Information on best-selling sizes, current prices and recommended inven- 
tories will be sent on request. 


The PHARIS TIRE & RUBBER Company 
Newark, Ohio 


PHARIS ¥iiz25 
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IRUE IEMPER PRODUCTS 


THE ORIGINAL SKELTON 
ONE-PIECE FLEXTEEL / 
SOLID SHANK SHOVEL ij nenronceD 













/ FF-CENTER RIVET 
AY 


7 ) 
y 
: /( SKELTON PATENT 
SPLIT “oO” 


Ist 1 





2nd Stage 


SOCKET 


‘soup STEEL 
SHANK 


3rd Stage 


Nrncn-coneven 
FROG 


“€— FULL HEAT- 
TREATED BLADE 


Above illustrates the fea- 
tures that make Skelton 
Flexteel Shovels popular. 


Four steps in the construc- 
tion of Skelton Flexteel 
Shovels and Spades... 





The Shovel that “Set the Pace” for 


Better Shovel Conditions 


A one-line shovel line that covers every need. It pays to concentrate on: 


“Bantam” Brand—solid shank shovel—Feather Weigh 
ve Brand solid shank si leer 
Bulldog” Brand—solid shank shovel—Heavy Dut 


Skelton Shovels, Spades and Scoops are now associated with the 


TRUE TEMPER trade mark. The advantage to the dealer -in this 
tie-up of quality is obvious. 


The Skelton make, under the three brands named above, is the only 
Solid Shank Shovel made. Other shovels may look something like the 
one-piece solid shank Skelton, just as a house dog may look like a 
hunting dog—but that’s all. Do not be misled by imitations. 


e 
SKELTON SHOVEL WORKS 
OF 
THE AMERICAN FORK & HOE COMPANY 
FACTORY, DUNKIRK, N. Y. 
: — tip DISTRICT OFFICES: a —— : 
we ye ‘“ By ay A Union a Natl. "Bek Bids. et Marke Ot 
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ENTER YOUR STORE IN 
OUR WINDOW TRIM CONTEST 


WINNER RECEIVES ONE OF EACH OF THE NEXT 


Six WORTHINGTON WINDOW 
TRIMS FREE 


Second Choice Gets One of Each of the Next Three Worthington Trims Free 


ait ae San 


Ee cE, Oe cn ne 


besa: RL er 


Sy 





The window you enter in the contest must have as a background the big four-color display card, . 
pictured above, which is a part of our No. 6 WINDOW TRIM. For the balance of-the trim ie 
you may carry out the above design or use any other design you may prefer. e 


SEND US A PICTURE OF YOUR WINDOW BEFORE JUNE 25th 


An impartial committee of three competent window trimmers will select the two prize winners 


who will be announced in our full page advertisement in the AUGUST 6th ISSUE 
WITH A PHOTOGRAPH OF THE WINNING WINDOW 


NOTE—The Price of the No. 6 Dealer’s Window Trim is $3.50, express prepaid, (our actual cost in quantity lots). 


THE GEO. WORTHINGTON CO. 


1829 — - CLEVELAND, OHIO — 1931 
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John H. & Wilson C. Ely 


Starrett Brothers & Eken 
Inc. 


Benjamin Myer Company 
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Again RUSSWIN enters progressive Newark 


¥: 
3797 73 4 z 
aq 4.9 7 
17) 33-33 99 ae 


Architects 


Contractors 


RUSSWIN Dealer 


NATIONAL NEWARK & ESSEX BANK BUILDING 


Newark’s two new architec- 
tural achievements + both 
equipped with hardware by 
RUSSWIN 


Russwi 


eet + 
* DISTINCTIVE 
HARDWARE 





New Britain, Connecticut 


MAY 14, 1931 





AMERICAN INSURANCE COMPANY BUILDING 


Two imposing new-comers have towered into the sky-line 
of this live city. On the left is the largest office building in 
New Jersey. The other, 17 stories high, is symbolic of the 
impressive simplicity of the Early American style of architec- 
ture. Both are typical of the thriving spirit of Newark. And 
both are equipped with specially designed RUSSWIN 
Hardware .. . favored by leading architects and builders 
because of its matchless workmanship, its enduring base 
metals of bronze or brass, its distinctive individuality, and 


the lifetime of trouble-free service that it gives. 





For the architect’s convenience, RUSSWIN 
Hardware is illustrated and described in 
Sweet's Catalogue...Pages C-3700; C-3775. 


RUSSELL & ERWIN MANUFACTURING COMPANY (THE AMERICAN HARDWARE CORP., SUCCESSOR) 
New York Chicago London 
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A BETTER WRENCH 
by MAYDOLE 
















STRONG 


AS AN 


X 


SIMPLE—Simplicity of con- 
struction—frame is held by lugs 
forged in bar, eliminating rivet 
hole and rivet. 









Patent 
No. 1760544 











SPECIAL FRAME—Patented, 
with built in nut guard which 
prevents adjustment on wrench 
from being disturbed. 





















A new pipe wrench of 
unusual design and_ ex- 
traordinary strength. This 
new Maydole Improved Still- 
son Type Wrench (Patented) 
has all of the mechanical features 
found in other wrenches; and be- 
sides its basically sound engineering 
construction, it has a number of fea- 
tures that are exclusive. 












GREATER STRENGTH — Re- 
peated tests show the “May- 
dole” to be more than 10% 
stronger than _ other 
wrenches. 















SPECIAL SPRINGS— 
Unusually _ strong, 
prevent locking on 
pipe, are not 
weakened by 


rivet holes. 




















Remember . . . when you sell Maydole ; 
Tools, that they are made by master crafts- 

men and of the highest quality material, and 
that for a hundred years the Maydole name has 
been the standard of the industry; Remember too 
that Maydole products are only sold through the 
recognized hardware jobbers trade. 


RONG This new Maydole Wrench will retail at 
St AS AN prices comparing favorably with those 
now prevailing in the chain stores. 


tere iss eee. DAVID MAYDOLE TOOL CORPORATION 


here is a con- 


a So NORWICH, NEW YORK 



























designed as a 
powerful deal- 
er sales help. 
Write for a 
quantity eof 
them. 











MAY DOLE 
WAPROVED STILSON TYPE 
WRENCH 

(ratenves ? 















TOOLS 
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You can confidently expect 2% to 5% 
greater profit from your screen cloth coun- 
ter if you specialize on Sun-Red Fd 

Cloth. It comes in one-piece 100-foot rolls, 
measured and marked every six inches. 
It saves clerks’ time— prevents excess or 
shortage in cutting — gives customers a 
full-money’s worth, and assures you 


a profit. 


















TRADE MARK REG.U.S. PAT. OFF. 


THEY 


Know This Quality 
by Name 


is the only trade-marked 





Sun-Red Edg« 
and self-measured screen cloth—customers 
identify and ask for it by name. They know 
that ready-measured | cloth means 
best quality. They know that the 

is added protection against rust under nail- 
ing strips... In fact, is such 
a distinctive cloth it becomes a sales leader 


instead of a slow staple. 


sun-Red Edge Screen Cloth is easier to handle, easier to sell, easier to make a profit 
on. Ask your Jobber about the complete line—Black Painted, Copper-Bronze, and the 
extra-value AluminA of twice ordinary rust-resistance. Get the facts, prices, and our 


unique sales-building window displays. 


REYNOLDS WIRE CO. 


DIXON, 


ILLINOIS 
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REPUTATION— 


Earned in the Past 
With an Aim for the Future 









AMERICAN 
Steel Sheets 


‘“ 
~ MERICAN WW , 
DN (cS de 
Excellence maintained through many 
years has won for American products 
their established reputation for relia- 
bility. This record is the user’s best 


assurance also of continued highest 
standards in time to come. 














ReTESOGIe 
rap apeete 
Sresseres 


AMERICAN products are supplied in Blue Annealed, spa ato 
Black and Galvanized Sheets, Sheets for Special Purposes, 
Stainless and Heat Resisting Steel Sheets, and Tin and 
Terne Plates for all known general and industrial uses. 
When maximum resistance to rust is important, specify 
KEYSTONE Copper Steel—the original copper steel alloy, 
unexcelled for Galvanized Sheets and products requir- 
ing the greatest degree of endurance and permanence. 
Write for copy of our ‘‘Anti-Corrosive Metal’’. booklet. 

















American Sheet and Tin Plate Company 


GENERAL OFFICES: Frick Building, PITTSBURGH, PA. 





SUBSIDIARY OF UNITED STATES STEEL CORPOR ON 


Sy iv Seer : 2 ~ : ° = 


"saa Pie We 
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OAMES2B 


More Ames Shovels 
are sold than 


any other kind 









BIAS SHOVEL & TOOL CO. 


NORTH EASTON MASS. ANDERSON, IND. 
4606 
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TURNING 
SEEING 
INTO 
SAWING 


Two Saws May 
Look Alike— 


Bi: what a difference when 


you turn “seeing” into “saw- 
ing”! 

And that’s the difference be- 
tween trying to hold a job and 
being a salesman. And that is 
also the difference between 
“price” and “VALUE”! 

Quality is the value the thing 
you sell gives in service! 

A “cheap” saw made to meet 
a price may look just as shiny 
as a genuine Atkins “SILVER 
STEEL” Saw. But the differ- 
ence in price is offset by an 
added quality in the steel that 
helps the saw hold its edge 
longer, by real-taper-grinding 
which makes the saw cut easier, 
by tempering and smithing and 
a number of other things that 
you may not know by “seeing” 
but you will always know when 
“sawing”! 

You will make saw sales and 
you will make good customers 





for every worth-while product 
in your store when you begin 
to get people to look beyond the 
first appearance to the real 
value beneath the surface. 

People don’t look closely at 
“cheap” bargains and when they 
use them they wish they had 
paid more for better quality, 
and they fail to come back. 
The closer they look into Atkins 
Saws and Tools the more rea- 
sons they find for buying them 
and owning them and using 
them, and when you help them 
to discover this value of quality 
in service you make friends and 
customers and business. 

Start NOW! Turn “see” into 


7799 , 
° 


“saw 
(Signed) 
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SELLING EASIER, QUICKER SAWING 


WY urs the difference between two saws, an ordinary saw and an 


ATKINS? Can you tell? 


You can if you will read No. 18 of our series— 


SELLING EASIER, QUICKER SAWING—and, it will pay you in more 


saw sales. 


Ask for the whole series of Sam Sayles Weekly Sales Service. There is abso- 


lutely no obligation—just write your address below. 


A 





a 


"a LZ be dar a ba ben. 


Oe 


ATRIN 


NEW DISPLAY 
CABINET FOR 
HACK SAW BLADES 





A NEW Counter Display Cabinet 
featuring Atkins SILVER STEEL 
Hand Hack Saw Blades and Tung- 
sten Alloy Non-Breakable Hack Saw 
Blades will sell more Hack Saw 
Blades for you. 

The seventeen compartments hold 
a dozen each of the various blades 
for ready sales. Each compartment 
is marked with stock number, length, 
and number of teeth per inch. 

The rear compartments hold the 
balance of the stock in an, accessible 
manner without crowding. 

Top of the cabinet is clearly 
printed giving specifications of each 
blade, and cutting instructions so the 
clerk will know the exact blade that 
will cut bars, brass, bronze, copper, 
tubing, etc., vital points in selling 
Hack Saw Blades. 

The cabinet is lithographed in at- 
tractive colors of blue, orange, and 
white. Light weight, yet very strong, 
and is constructed so that it will not 
mar the finest counter or display 
shelf. 

This cabinet is a device long 
needed in merchandising Hack Saws, 
and where used is selling more 
blades every day than ever before. 
Write for complete information. 

Now you can increase 
your sales of Hack Saw 
Blades. 
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If You Don’t Want Higher Taxes 
Make It Known NOW 


HERE is considerable talk of in- 
[ees taxation due to the natural 

falling off of income tax returns. If 
this materializes, it will naturally take its 
toll from business, as an increase in taxes 
always does. Of course there is no way in 
which any Federal tax raise can be put 
into effect until after Congress meets again 
next December, and that is the business 
man’s opportunity. He has eight months 
in which to use his influence against tax 
increases; eight months in which to build 
up public opinion on the fallacy of heavier 
taxes. 


This country does not need higher taxes. 
What it does need is a decided decrease in 
the wasteful handling of funds derived 
from taxation. Above all, it needs a pub- 
lic awakening as to what constantly mount- 
ing tax rates can lead to; a viewpoint which 
will include the fact that public money is 
entitled to the same consideration as _pri- 
vate funds. 


Why is it that waste, duplication and 
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mismanagement, which would not be tol- 
erated in private business, are allowed to 
run amuck—so far as public business is 
concerned—in a nation where business 
ability is a matter of national pride? An 
efficient American business man could run 
this government—red tape eliminated— 
for about half the present expenditures. 
and build up a substantial fortune besides. 
In fact he would probably be ready to re- 
tire at the end of the first year. 





Apparently, business men are so busy 
scraping up enough cash to pay income 
taxes, that they haven’t time to even worry 
about how the tax money is spent. They 
won't be too busy to “howl,” however. 
after their lethargy has resulted in higher 
tax burdens. 


bovis 


GEORGE H. GRIFFITHS 


P. J. CosGRAVE, Advertising Manager 
LLEW S. SOULE, EDITOR ; 
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This is Osborn 
Wall Paint 
Brush 435. 
Made in five 
sizes: 3” to 5” 
wide. 
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PaRKING | 


SPACE 


the 


Magnet of 


Morristown 


How New Jersey 
town attracts the 
motorist’s trade in 
competition with 
other towns of 
similar size by 
making parking 
space in garages 
and parking lots 
available to them 


HE Morristown, N. J., Re- 

tail Merchants’ Division of 

the Chamber of Commerce, 
recently inaugurated a free park- 
ing plan for motorist shoppers 
in which merchants located in 
cities lacking adequate parking 
facilities may find a solution of 
their parking. 

In this New Jersey town of 
about 13,000, the proximity of 
other towns of about the same 
size, serving approximately the 
same trade territory, made it 
desirable for merchants to pro- 
vide ample parking space for the 
rapidly increasing number of 
persons using motor cars for 
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Photo by H. Armstrong Rober 








shopping purposes. Local ordi- 
nances restrict parking in busi- 
ness zones to one hour and even 
with this limitation parking 
space was difficult to find in 
Morristown, especially during 
business hours. Parking is even 
more severely restricted in some 
towns, and not infrequently en- 
tirely prohibited on certain busi- 
ness streets. In the latter in- 
stances, a free parking plan will 
prove even more beneficial than 
it has in this particular case. 

The plan is very simple, as 
most workable plans are, and 
has proved inexpensive in actual 
practice. Arrangements were 
made with seven garages and 
parking lots to park cars at a 


flat rate of 25c., in their garages, 
between the hours of nine and 
six. If outside parking spaces 
are used the flat rate is 15e. 
There are no complications in 
the manner of securing the free 
parking privilege. The cus- 
tomer goes to the garage or park- 
ing lot and parks his or her car, 
and is given the usual parking 
check. The 38 retail merchants 
participating in the plan are fur- 
nished with rubber stamps, to 
approve the parking check, when 
presented at any one of the 38 
participating stores at the time 
a purchase is made. When the 
customer returns to the parking 
lot or garage for his or her car, 
(Continued on page 5Q! 





























15 Ways to Find the Pay Lode 
on the Retail Claim 


by MANDUS E. BRIDSTON 


EOPLE have money! Sav- 
P ings are multiplying 
throughout the country. 
The difficulty lies in the fact 
that now it is fashionable to be 
poor; it’s stylish to penny-pinch; 
buying is not a popular vogue. 
Many people have money to buy, 
and it’s a kindness to the country 
to induce them to loosen the 
purse strings and buy now! 


The @ig job is to smoke out 
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and flush up prospects—not sus- 
pects—those who have money 
and appreciate the value of com- 
fortable living. 

Just how important this phase 
of merchandising is may best be 
illustrated by a chart of sales 
figures prepared by a Western 
merchant. These figures are il- 
luminating in several respects. 
In the first place, it indicates 
that it requires about 12 pros- 
pects to produce one sale. 
From actual figures covering the 
last six months of 1930, there 
is a direct ratio between pros- 


pects contacted and sales made. 
THIS CHART TELLS THE STORY 


Prospects Ratio of 

Sales- Con- Prospects Prospects 
man tacted Sold Sold 
(A) 825 75 linll 
(B) 680 79 lin 8 
(C) 445 74 lin 6 
(D) 390 73 lin 5 
(E) 435 65 lin 6 
(F) 430 42 lin 10 
(G) 390 25 linll 
(H) 301 23 lin 13 
(I) 322 21 lin 15 
(J) 309 18 lin 17 


It will be seen at a glance that 
the selling staff considered as a 
whole, the sales are almost in 
direct proportion to the number 
of interviews. In other words, 
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all things being equal, the larger 
the number of prospects inter- 
viewed, the larger the sales vol- 
ume. It is also significant that 
G, H, I and J, who interviewed 
the FEWEST number of pros- 
pects, also lost the GREATEST 
proportion of sales. A merchant 
cannot afford to have that type 
of salesman on his staff for he 
spoils business for his good men. 


The major emphasis of these 
figures is on the importance of 
collecting prospects, classifying 
them as to time and type, and 
following through with the cour- 
age that is the mark of real 
salesmanship. It is hardly pos- 
sible to over-emphasize the im- 
portance of a systematic method 
of uncovering business. 


The following are a number 
of ways and means used to get 
business. They have all been 
proven practical in actual ex- 
perience, and have been used 
successfully in selling electric 
refrigerators, stoves and fur- 
naces, electric appliances for the 
home, radios, not to mention 
plumbing and other building 
supplies. Some are included 
that are so obvious as to hardly 
need a mention; yet, these are 
often neglected. 


1. The sales floor. It may 
seem inconsistent that this is 
listed first, but obviously it is 
the best source of business. It 
is wise to have this fact firmly 
in mind before stepping to other 
ways of getting business. 
Though there is a current plaint 
today that many of the people 
who come into the store are not 
potential buyers . they are 
merely lookers, often it is mere- 
ly a mental barrier on the part 
of the personnel. 


2. The cold canvass. This 
is another obvious means, and 
unless a store adopts an iron- 
clad and uniform policy against 
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it, it should be resorted to regu- 
larly. A smart department 
store, enjoying a reputation of 
catering to a fine customerage 
and dating its history back to the 
beginning of the city, found that 
it lost no prestige and gained 
many sales by training a corps 
of door-bell ringers for its elec- 
tric appliance department. 


3. Contact points. Success- 
ful salesmen make a practice of 
having a half dozen or more con- 
tact points churches, 
lodges, clubs, barber shops, or 
any other place where people 
gather. The salesmen visit these 
places regularly, and get a line 
on who is in the market for what 
they have to sell. Others form 
the habit of giving them tips. 

4. Letters to customers. 


One firm ‘sends letters to cus- 
each month from _ its 


tomers 

electrical refrigerator depart- 
ment. “How is your ———-re- 
frigerator operating will 


you please give me the name of 
a friend who would be interested 





Would You 
Dig IF? 


If an authority 
on the subject 
were to tell you 
that your back 
yard was believed to 
eontain, deep down un- 
der the surface, even a 
small bit of gold, you 
would seare people by 
your wild excitement 
in getting out the old 
pick and shovel. Man- 
dus Bridston tells you 
im this article how to 
find the real pay streak 
in your own community 
—fifteen different ways. 





MANDUS E. 
BRIDSTON 


in our line? I'll appreciate the 
favor...” This letter is signed 
by the salesman who made the 
sale, and there is a_ self-ad- 
dressed return postal card for 
the reply. It is surprising how 
many satisfied customers take 
the trouble to send business to 
the salesman, WHEN THEY 
ARE ASKED TO DO SO. 


39. Monthly statements. 
Another firm lists all its major 
lines on the monthly statement 
with a square placed before 
each. At the bottom of this 
statement form is this sentence: 
“When returning statement, 
kindly mark additional item or 
items in which you are _inter- 
ested.”” This, of course, brings 
in new business from old cus- 
tomers. 

6. Classified advertising in 
the daily newspaper can often 
be used to dig up prospects. A 
radio salesman runs a small ad 
in the classified section offering 
a particularly good buy in a 
demonstrator. His purpose is to 
get a REACTION OUT OF 
SOMEONE interested in a radio. 
Usually he sells a new machine 
to those who answer the ad. 
Sometimes the ad is addressed 
to his post office lock box, and 
sometimes to his home telephone 
number. 


7. Visit old customers. 
The old, satisfied customer is a 
good source of business, whether 
he buys more at the time or not. 
One salesman selling electric 
ranges, makes a very effective 
approach in this wise: “How do 
your friends like your new 
range?” Customers are gratified 
that he remembers them so well, 
even the merchandise they 
bought, and their answers usual- 
ly reveal new prospects 
friends who have commented 
favorably on the new acquisi- 


(Continued on page 60) 
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How to Mlake the Milost of the 





HERE’S HOW 


Methods that have proved most effective in in- 
creasing builders’ hardware profits are outlined in 
the accompanying article. Few staple hardware 
lines will respond more readily to efficient mer- 
chandising than this line, yet it is often neglected. 
As a rule, a relatively small amount of well directed 
effort will bring rich returns. In this, the conclud- 
ing article of a series treating various phases of the 
general subject of builders’ hardware, the stepping 
stones in the path to profits are charted. By 
proceeding along the course indicated, hardware 
merchants have been enabled to make the most 


of the builders’ hardware opportunity. 


by J. M. WITTEN 


EW hardware stores are so 
situated that the services 
of a well trained builders’ 

hardware man would not prove 
a decided asset. In smaller 
stores there is nothing to prevent 
this man from making himself 
generally useful, but builders’ 
hardware should be his spe- 
cialty. If there isn’t a likely 
candidate for this special train- 
ing on the store staff, an un- 
trained man can be engaged for 
the purpose. The bright future, 
which such a position holds will 
influence the right type of man 
to readily accept the opportunity 
at a nominal starting salary. 
Thoroughly trained _ builders’ 
hardware men are always in de- 
mand and are very well paid. 
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In the beginning the young 
man can spend a year or more 
in the store acquiring a rudimen- 
tary knowledge of the line 
through experience. In due time, 
as he makes progress, he should 
be encouraged to call upon local 
architects, builders and contrac- 
tors. Through making such calls 
a proper background will be ac- 
quired upon which further train- 
ing may be successfully predi- 
cated. When confronted with a 
large job, which might tax his 
ability, the services and advice 
of the manufacturers’ salesman 
may always be enlisted. On 
such occasions he will have the 
opportunity of further broaden- 
ing his knowledge. 


Specializing Advocated 


Any store employee who has had 
some preparatory training will usu- 


ally have the privilege of spending 
several months in a plant where 
builders’ hardware is actually pro- 
duced. Most manufacturers  en- 
courage hardware merchants to send 
their builders’ hardware specialist to 
their factories for a course of special 
training. As a rule, such training 
consists of spending some time in 
each division of the plant and in- 
cludes attendance at special classes 
of instruction which are held at regu- 
lar intervals. 

Having completed such a course, 
the man is thoroughly trained and 
is competent to solve all of the tech- 
nical and sometimes troublesome 
problems encountered in selling the 
line. - Fhe Russell & Erwin Mfg. Co., 
New Britain, Conn., however, has 
been so anxious to make certain that 


Illustrations Courtesy Russell & Erwin Mfg. Co. 
New Britain, Cona. 
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stores handling its line are familiar 
with its every detail, that likely 
proteges were given a two months’ 
course in the factory and were en- 
abled to earn a fair wage while 
learning. During the present de- 
pression it has been necessary to 
temporarily limit the number of ap- 
plicants accepted for special train- 
ing. When normal conditions again 





prevail, the company has expressed 
the intention of resuming training 
course activity as energetically as 
ever. 

Next in importance to having a 
well versed man in charge of the 
builders’ hardware department, in 
the estimation of this company, is 
the efficient merchandising of the 
line. Proper facilities for stocking, 
displaying and selling finishing hard- 
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ware are deemed indispensable. 
Being thus prepared enables the 
hardware store to do a real selling 
job. 

It is apparent that those who make 
the greatest success of selling build- 
ers’ hardware are merchants who 
realize the necessity of specializing 
in the line. Under normal condi- 
tions the building field offers a won- 
derful opportunity. It is most natural 
that a merchant who properly equips 
his builders’ hardware department 
and manages it efficiently will build 
up a most satisfactory business. 


Sample Room Essential 


A well arranged sample room is 
declared most essential in offering 
the line in its most appealing man- 
ner. When builders’ hardware is dis- 
played in a special room, especially 
fitted for the purpose, the prospect 
is immediately impressed by the 
deference shown the line. In such 
an environment, the prospect can 
give undivided attention to the sales- 
man. The samples, in such a room, 
may be so displayed that the cus- 
tomers see only such designs as are 
appropriate. The usual confusion 
which results when many samples 
are on view is thereby avoided. 

With the prospect comfortably 
seated in a special sample room, 
quality can be stressed with telling 
effect. The customer is then at ease 
and in the proper mood to give close 
attention to an explanation of the 
merits of purchasing high grade 
finishing hardware. This is impor- 
tant, as if the salesman is successful 
in convincing prospects of the ad- 
visability of buying quality hard- 
ware in preference to “price” hard- 
ware, the amount of the sale is prac- 
tically doubled. Whereas the usual 
ratio of the cost of builders’ hard- 
ware as compared to the total cost 
of the building is 1 per cent or less. 
when quality hardware is sold this 
ratio is increased to about 2 per cent 
or even more. Thus it is apparent 
that through concentrating selling 
effort on high grade hardware, it is 












often possible to double the sum 
which has originally been set aside 
for the purpose. 


Owner Should Select 


It is advocated in every possible 
instance that the owner of the build- 
ing should be urged to visit the sam- 
ple room to personally select the 
builders’ hardware. It has been 
found that the owner is always more 
keenly interested in securing quality 
materials than either the contractor 
or architect. It is seldom that he 
cannot be readily convinced of the 
value of builders’ hardware in 
metals which will neither rust nor 
tarnish, and of locks that will faith- 
fully serve their intended purpose 
for a lifetime and more of use. 

As it is natural for the builders’ 
hardware customer to seek the bene- 
fits of the hardware merchant’s knowl- 
edge and experience, it behooves the 
merchant to have that knowledge and 
experience at his command. In addi- 
tion, this tendency of the buyer to 
rely upon the dealer should be en- 
couraged at every opportunity. 

Careful attention should be given 
to suggesting appropriate designs in 
builders’ hardware that will carry 
out the motif of the building upon 
which it is to be applied. Of all the 
subordinate elements of architectural 
decoration, there is none that offers 
a larger opportunity for effective re- 
sults and for the exercise of personal 
taste than the selection of finishing 
hardware. If it is handsome and in 
harmony with its environment, it 
arrests the eye even more than most 
larger ornaments. 

From the standpoint of economy, 
no material entering into the con- 
struction of a building will pay a 
larger return in satisfaction, comfort 
and permanent economy than high 
grade builders’ hardware. In the 
past no other material has received 
less consideration. Lately it has 
justifiably received greater attention. 
Home owners are awakening to the 
fact that the selection of finishing 

(Continued on page 58) 
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Gossip from the Chamber of Commerce 


United States Chamber of Com- 

merce at Atlantic City last week. 
The gossip between the many business 
men from all parts of the United 
States was especially interesting. 
There were 3000 business leaders in 
attendance. Naturally the first ques- 
tion asked in these informal conver- 
sations was “How is business?” and 
the next question was “What do you 
think of the future?” The answer to 
the first question in most cases was 
“Rotten” or “Only fair,” and the 
answer to the second question was 
that recovery would be slow. There 
are many adjustments yet to be made. 

A number of manufacturers stated 
that we have come into an era of a 
new line of prices, and we might as 
well forget some of the old prices we 
used to get. A number of manufac- 
turers stated that those merchants 
who expected to maintain prices on 
the basis of two years ago would 
wake up and find that they had lost 
their business. One buyer told me 
that he had to purchase a line of 


[ sie Sa the meeting of the 


goods on which there was practically 


no competition. However, this buyer 
took the time and trouble to get all 
the information in regard to the 
prices of raw materials used by this 
manufacturer. He found there had 
been a general reduction of about 26 
per cent. This was his buying argu- 
ment, and he secured concessions on 
the line. 

A manufacturer stated that he had 
been compelled, in order to meet com- 
petition, to reduce his prices, but 
he was making it a point to go over the 
entire list of concerns from whom his 
company bought goods, and he was 
insisting upon his buyers securing 
concessions from all these concerns. 
This manufacturer said he did not 
propose to cut his prices and then 
sell goods for these other people and 
pay them the same prices he had been 
paying before. 

There was a good deal of discus- 
sion about wages. While of course 
the reduction of wages is to be re- 
gretted, at the same time most of the 
merchants with whom I talked stated 
that it was an economic necessity for 
wages to come down. The cost of 
living, they stated, has been reduced 
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By SAUNDERS NORVELL 


17 per cent. All employees who are 
drawing the same salaries they did 
formerly, have a raise in salary under 
present conditions of 17 per cent. 

There are many thousands of 
people in this country living on fixed 
incomes. As prices advanced during 
the great bull movement these fixed 
incomes did not advance. The cost 
of living advanced, but their incomes 
did not advance. These people got 
the worst of it, but no one ever heard 
much about it. Now, as the cost of 
living is going down, the buying 
power of fixed incomes in increasing. 
This is an angle of prosperity no one 
has talked about. When prices for 
everything were so high, at the peak 
of the boom, many people could not 
buy some of the things they wanted 
on account of these high prices. Now, 
as prices are going down, these peo- 
ple can afford to buy what they want. 

A great number of people would 
be willing to build or improve their 
homes, if it were not for the high 
cost of labor in the building trades. 
Just as long as labor stays up as high 
as it is, these people will hold off on 
building and improvements. In 
many cases these people can afford 
to wait and they are waiting. There 
is another side to all this talk about 
high wages leading to large buying 
power. This other side is that high 
wages and high overhead make for 
high priced goods, and when goods 
are so high priced the careful buyer 
is willing to wait. , 

There was a good deal of fun 
poked at Washington and some of its 
policies. There was, however, a very 
emphatic and general feeling that 
Washington was making a serious 
mistake by getting so_much into the 
business of the country. Many busi- 
ness men resented national interfer- 
ence in their affairs. They especially 
resented a number of cases where the 
government has come in direct com- 
petition with private merchants in 
the sale of goods. It is not the func- 
tion of government to manufacture 
goods, nor to sell them. 

The Federal Trade Commission 
came in for a little more than its 
share of criticism. Some of the hair- 
splitting differences between rules 
No. 1 and No. 2 were too fine for the 


‘dential election. 


minds of the average merchant. 

Calvin Coolidge, with his usual 
luck, was pretty wise when he said: 
“J do not choose to run.” He slid 
out and let his successor get the 
avalanche. Politicians said that 
Ritchie of Maryland was the best bet 
for the Democrats at the next Presi- 
That if Hoover ran 
a second time, the Democrats would 
have a good chance, but that on the 
other hand, if Hoover decided not to 
run and if Morrow of New Jersey 
were nominated, the Republicans 
would have a landslide. Little Mr. 
Morrow seems to be the man in the 
limelight for the Republican nomina- 
tion. Please understand I am not ex- 
pressing my personal views on the 
foregoing. I am simply reporting 
the opinions of many merchants at 
Atlantic City last week. 

There was a good deal of mild fun 
poked at some of the questionnaires 
sent ottto manufacturers from vari- 
ous governmental departments. To 
fill out some of these questionnaires 
properly, one merchant said, would 
have taken thirty days’ time of a high- 
priced accountant. Suppose every 
manufacturer in the country answers 
these questionnaires. Stop and think 
of the enormous cost in time. Speak- 
ers criticized some of the government 
departments for being so slow in 
making their reports. When the re- 
ports were made, they were useless 
because so much had happened in the 
meantime, that they were nothing but 
ancient history. These statements 
were made by college professors in 
economics who depend on govern- 
ment reports for a large part of their 
data. 

Quiet a few merchants were won- 
dering whether some scheme could 
not be worked out legally by which 
they could do a little price fixing. 
Not much, just a little. In all cases 
where the question of amending the 
Sherman law has come up, when a 
vote was taken it was quite evident 
that the mail order houses and chain 
store representatives were not in favor 
of any resale price plans. By the 
way, the head of one of the Chicago 
mail order houses was elected presi- 
dent of the U. S. Chamber of Com- 


merce. 
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How to Make Goods Stay Sold 


ELLING an ar- 
ticle doesn’t 
mean a thing 
unless that 

article stays sold. If 
it comes back, all the 
effort put into the or- 
iginal sale is wasted. 
At the same time 
there is an added ex- 
pense which must be 
absorbed by the bus- 
iness. 

In many retail 


stores there is too ™* 
much tendency to force mer- 
chandise into the customer’s 


hands and too little constructive 
effort to make people understand 
and want that merchandise. The 
aim often seems to be to talk the 
customer off his feet and get the 
goods sold regardless of whether 
or not they stay sold. Such a pol- 
icy is fundamentally wrong. It is 
much beter to have a customer 
say, “The Burke Hardware sold 
me a wonderful washing ma- 
chine,” than it is for her to say, 
“IT don’t trade at Burkes any 
more. They talked me into buy- 
ing a machine that I didn’t want 
and isn’t any good, etc.” The right 
kind of a sale always builds 
boosters and the wrong kind 
breeds knockers. 

Here are a few things the re- 
tail salesman should know and be 
able to explain in an intelligent 
manner when waiting on cus- 
tomers: 

1. What the article is and what 
it is for. 

2. How it is made and the rea- 
son it is made in that particular 
way. 
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esting manner and to 
answer questions 





quickly and _intelli- 











Twelfth of a series of 
short articles for the 
man on the sales 
floor. Next week: 


Sell goods ealled for. 


3. What materials are used and 
why. 

4. How the article differs from 
competitive articles. 

5. How it can add to the cus- 
tomer’s pleasure and comfort. 

6. Wherein it does away with 
any unpleasant experiences. 

7. How to use it to the best ad- 
vantage. 

8. Why its purchase really rep- 
resents economy. 

9. Why the price is what it is. 

10. How to care for the article 
properly. 

11. Some interesting facts 
about its manufacture or use. 

Knowledge such as the above 
bolsters up the confidence of the 
salesman, increases his self-pos- 
session and fills him with enthusi- 
asm. It puts him in position to 
talk to the customer in an inter- 


gently. At the same 
time it builds up con- 
fidence in the cus- 
tomer’s mind and not 
only influences him 
to want the article, 
but insures his hav- 
ing a fair knowledge 
of it and its uses. In 
other words, it makes 
the article stay sold 
and goods that stay 
sold create the best kind of ad- 
vertising a store can have. 

A salesman’s job is not merely 
to create a temporary desire to 
own some particular article. It 
must include such thorough»sell- 
ing that the customer will retain a 
permanent satisfaction from the 
ownership of what he buys. 

















The Challenge of Efficieney 


“The independent retailer can, 
in most cases, withstand compe- 
tition, if he is prepared to meet 
the principal challenge embodied in 
that competition—the challenge of 
efficiency. If his attitude is right; 
if his approach to the problem is 
practical and scientific; if he is 
mentally equipped and tempera- 
mentally fitted to introduce methods 
of rigid efficiency, in addition to 
his advantage of special service, 
deliveries, credit facilities, etc., he 
can weather the storm of compe- 
tition and come through with flying 
colors. That has been proved in 
many instances.” Dr. Julius Klein, 
In radio talk over Columbia Broad- 
casting System. 
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How PITARD Sells GOLF 


EATURING complete sets 
| ee popular prices, with a 

price range that takes care 
of all pocketbooks; concentrat- 
ing direct mail campaigns on 
golfers and keeping the stock 
regulated to a turnover basis 
have enabled R. D. Pitard Hard- 
ware Co., Inc., New Orleans, La., 
to develop a highly profitable 


golf equipment business. A driv- 
ing net, regulation size, on one 
of the upper floors provides a 
place for the prospect to make 
up his mind when in doubt as to 
his selection of clubs and also 
permits all comers to practice 
during store hours. Many New 
Orleans business men visit the 
driving net regularly to improve 
their swing and some go there 
before playing, just to limber up. 
Others make it a meeting place 
for starting a foursome and 
nearly one hundred customers 
keep their golf clubs in the 
Pitard stockroom all of the time, 
so that they may use their own 
clubs when practicing and be. 


jJ. A. Bandi, Jr., 
and the driving 
range where cus- 
tomers practice. 


cause of their habit of using the 
upstairs driving net as their 
meeting place. 

J. A. Bandi, Jr., has been the 
moving spirit of the golf depart- 
ment, and is responsible for 
much of its success. His plan 
of featuring sets at popular 
prices does not mean cut prices, 
although some of his assort- 
ments are sold for a little less 
than the price would be, if all 
pieces were sold individually. 
For example an outfit selling for 
$10.50 would be offered at 
$9.75, etc. 
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This particu. 
lar set includes a 
fair bag, driver 
or brassie, mid 
iron, mashie, 
niblick and put- 
ter. The same 
clubs with a bet- 
ter bag are of- 
fered at $11.25. 
The next price is 
$19.25 which 
includes a still 
better grade bag 
and better clubs. 
Then there is 
the $26.25 out- 
fit with hickory 
shafts, rustless 
metal, etc., but with the same 
number of clubs, the quality be- 
ing of course better than thé other 
three sets. It is important to note 
that either a brassie or driver is 
included in these sets but never 
both. This encourages an extra 
sale of the club not included. All 
the iron clubs are from matched 
sets so that extra irons may be 


added at will. 


25% Can Be Sold Better 
Grade 


Mr. Bandi has found that 25 
per cent of all prospects can be 
sold the next better grade set, 
but is positive that the four main 
feature sets mentioned is an im- 
portant drawing card. The fel- 
low who is about to start his golf 
career will buy the cheapest out- 
fit. As soon as his skill develops 
he is a keen prospect for better 
and more clubs. The average 
set buyer starts off with a dozen 
balls. Although the popular 
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ball at present with this store is 
the three for a dollar type, 
Bandi always quotes the pros- 
pect “$4.00 a dozen” and usually 
sells in that quantity, although a 
few will always insist on a 
smaller lot. 


Keep Complete Record 


Pitards have a complete rec- 
ord of all sets sold and can add 
or replace a club to any set 
quickly. Those who buy the 
cheaper outfits receive a special 
letter in six months suggesting 
extra clubs or a_ better set. 
When convenient Mr. Bandi will 
phone the novice after three 
months and see how he is mak- 
ing out. He also endeavors to 
record sales of balls by the dozen 
and follows up these buyers by 
mail regularly. 

In his direct by mail cam- 
paigns Mr. Bandi sends his gen- 
eral letters and circulars only to 
those who are club members or 


who are registered at public 
links. In this way he concen- 
trates his efforts on those who 
are actually known to be golfers. 
Naturally this brings a higher 
percentage of return than a gen- 
eral mailing to all names on 
the company’s lists. Depending 
upon available time, Mr. Bandi’s 
intention is to personalize his 
selling letters. His records of 
sets sold enables him to make 
concrete suggestions on the extra 
clubs, a better bag, etc. 


Sells to Miniature Courses 


He has also found a good mar- 
ket for equipment among the op- 
erators of miniature courses and 
of driving ranges. The average 
miniature course starts off the 
season with 100 one dollar put- 
ters and a gross of balls. The 
replacement on the latter due to 
theft is quite high and orders 
are usually received in two and 

(Continued on page 81) 
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Why We 


Sell 
TOYS 


and 
How 





By 
MBS. GLADYS G. SCHMIDT 


Schmidt Hardware Co., 
Rochester, Pa. 


E sell toys because it pays. 
It pays, of course, in many 
ways, but in a financial way 


it is a source of profit. It pays be- 
cause it attracts people into your 
store—new faces who will come once 
and come again if they are pleased. It 
also pays because it carries you over 
a normally slow winter period. 
These things we know, because we 
did not always sell toys. We now 
have ten years of toy experience 
along with thirty-five years spent in 
the hardware business, and we would 
not give up toys without a struggle. 
If our experience will be of help to 
other hardware merchants contem- 
plating entering the toy business, we 
are only too glad to pass it on. 


* writes 
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We did not find mushroom growth 
in the toy business. We had to feel 
our way. However, slowly but 
steadily we have established a toy 
business that almost takes care of it- 
self. We stood on the outside a long 
time consoling ourselves that we 
were not missing anything and that 
all toy profits were usually*tied up 
in left-over stock. For a long time 
we thought it wouldn’t be worth the 
trouble. But we found that we were 
only “kidding” ourselves. 

Buying is an important part of the 
toy business. It is an old and trite 
saying that “goods well bought are 
half sold,” but it is a good maxim 
to keep before you. We buy toys 
in August or September. You then 
have more time to give the matter 
than when fall business is requiring 
your attention. It takes imagination 
to buy toys-in August but it can be 
done. Buying early is a help to 
wholesalers that they appreciate. 
Take your time in the sample rooms. 
Don’t buy an 
article because 
the outside of 
the box looks 
good. Inspect 
the actual arti- 
cle and make 
certain that 
what you are 
buying is real- 
ly worth 
while. Parents 
seem to have a 
peculiar prej- 
udice against 
u n serviceable 


Children’s 
Day windows 
will soon be in 
order. These 
displays offer 
suggestions 
that are help- 
ful. 





toys. Toys should be either educa- 
tional or amusing and it is a very 
good buy when you can find one that 
meets both requirements. 

Mechanical or action toys should 
be examined very carefully. Often 
they will not stand the strain of 
demonstration in the store. Children 
of today easily tire of their play- 
things, probably because they have 
so many. So several good medium 
priced toys are preferable to one 
higher priced toy. We sell more 
50-cent and $1 toys than anything 
else. We try to give the best value 
we can at those prices and most peo- 
ple seem to favor the two prices 
mentioned. 


Toy Markets Change 


Toy markets change yearly. What 
you sell one year by the dozen, you 
may not be able to give away the 
following year. Watch for new toys. 
A few-.of the latest toys add spice to 
your stock and for the same reason 
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we always carry a few higher priced, 
outstanding toys. They catch the 
interest and while they may not sell 
rapidly, they pay for themselves by 
drawing a crowd. In buying toys 
we find that by taking our children 
along, they unconsciously select at- 
tractive and interesting toys. This 
is one time when you can commer- 
cialize on raising a family. Some 
toy may appeal to them that you 
might overlook. 

Every year you will buy under dif- 
ferent conditions. You must, as you 
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always do, consider your market, 
your class of trade and local busi- 
ness conditions. Displaying toys is 
a real problem to most hardware 
dealers. By the first of October we 
have our stock of toys in the store, 
checked, marked and looked over. 
About the first of November we clear 
off one display table and make a 
small general display. Then grad- 
ually, as interest grows, other tables 
are cleared off and further displays 
made. We leave four tables of elec- 
trical supplies and hardware items 
untouched, as we cannot afford to do 
without them. We store the bulk of 
our toys, when they arrive, on some 
higher shelves that are not required 
for hardware on the sales floor. It 
may not look so good and you would 
not find it in the ideal hardware 
store, but we have found that our 
customers invariably notice the mass 
of boxes and packages and remark: 
“It won’t be long now.” 

During November, we devote only 
one of our windows to toys, but the 
last three weeks of December we use 
both windows for toys and gift goods. 
Attractive windows, with plenty of 
price tags, sell toys without talking. 


Mrs. Schmidt, wife of the proprie- 
tor of the Schmidt Hardware Co., 
Rochester, Pa., explains why hard- 
ware stores should handle toys and 
Her remarks 
are based upon personal experience 
which has been gained in selling 
$5,000 worth of toys annually in 
this Pennsylvania town of 7,000. 
She terms this article 
about the toy business, by one who 
has added it to a general hardware 
store and made it pay.” 


how to go about it. 
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“a ‘chat’ 


Motion in windows attracts the eyes 
of both young and old and a moving 
train or airplane always draws a 
crowd. 

In table displays of toys several 
different ideas can be employed. 
Associated items may be displayed 
on the same table, such as games, 
books, painting sets, puzzles and 
pencil boxes. A 50-cent or $1 table 
will enable showing a good assort- 
ment at popular prices. A table of 
toys and gifts for girls and another 
for boys are always effective. Dolls 
should be displayed on stands and 
should be well covered at night and 
during dusting and sweeping. Our 
wheeled goods 
are kept along 
the side, easily 
accessible to 
people who 
want to try out 
youngsters for 
sizes. Above 
averything else 
have plenty of 
price tags. 
You —_ cannot 
have too many. 
The clerk may 


The window 
at the left and 
the photo at 
the lower 
right are from 
the Schmidt 
Hardware Co., 
Rochester, Pa. 





know the price, but unless the cus- 
tomer can see the price displayed, 
this will often block a sale. There is 
a psychological reaction against ask- 
ing prices. 

When a toy customer comes in and 
asks for something definite, that is 
an easy sale. But when they come 
in and do not know what they want, 
that is a different matter. You then 
have the opportunity to do some real 
selling. As tactfully as possible 
ascertain the sex and age of the child 
and then you will have something 
tangible to start with. Here is 
where we who have raised children 
up from the rattle period have a dis- 


































tinct advantage. About the time a 
doll with hair is recommended for 
a two-year-old or an archery set for 
a four-year-old with several brothers 
and sisters trouble is being invited. 
We try to buy and sell toys for chil- 
dren that can in no way harm them. 
Sharp edges, loose marbles, disks, 
etc., must be considered in families 
of older and younger children. 
(Continued on page 80) 
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Business is Brisk for 
These “Go-get-them” Ads 
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Dates) ‘ 
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ing in these offerings, the like of which could only be expecte 
How out in an Anniversary Jubilee, which strives to live up to the ex- 
° pectation of its customers. 
New Awnings. 


Awnings help to keep your 
house cool and eliminate the 
necessity of keeping window 
shades drawn. Awnings pro- 
tect your furniture and fur- 
nishings against the strong 
rays of the sun and yet per- 
mit plenty of light and fresh 
ad to enter. Our ready- ‘ = sia — ee 
made awnings are in stand- This fine quality ull _assortmen A andy Bam 
ard sizes, in strong materials on Presa vena Paint Br u ed og Mes caitas "aan 
and attractive patterns and at Priced at for 


colors. (Price) (Price) (Price) 
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and Prices) 




















STORE NAME - 


/ 
Don't be without a A fine quality Gay colored Shower 
Grass Catcher made Lawn Mower re- Curtain priced es- 
strong to give long duced to sell at this pecially low for this 
service. low figure. sale. 


f { (Price) (Price) (Price) 


How to Order 


If you have local stereotying 
facilities, request the complete 
sets of mats of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c, for each cut when 


less than ten cuts are ordered ; . LA 
when ordering ten cuts or more Heavy ply Garden A good Strong Paint in a large as- 


figure the charge at 30c. for Hose, will give Wheel Barrow at a sortment of colors. 
each cut ordered. Enclose check years of _ service. very low price for Fine quality. 
with order, please—this saves Special at, this sale. Special 


bookkeeping for small amounts. i. = . 
Send all orders to (Price) (Price) (Price) 
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Those Who Go After it, 
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Will Turn the Triek 





No. 012 


Fly Time Is 


Screen Time 


—and once the fly gets in- 
side your house it will be 
very hard to rid yourself of 
it. Meet him with a good 
door or window screen. We 
have our assortment of win- 
dow screens and screen doors 
now ready for your inspec- 
tion. 


(Items 
and Prices) 


STORE NAME 


Seeaegssen, 














Complete Stock 
of 
Wire Screening | 


We have a complete stock of 
wirecloth in standard widths, 
zine coated, galvanized, enam- 
eled, bronze or copper kinds. 
Don’t wait. Figure on your 
screening needs right away. 


(Items 
and Prices) 


STORE NAME 
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CLEAN-N 
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VERYTHING for “Clean-up’ 
and “Paint-up” time. The 
needed articles to make the 

task an easy one. Why not drop in 
the store and let us help you select 
the proper utensils for the job. 


“‘Clean-up”’ Needs 


(List items in 
this space) 


‘‘Paint-up””’ Needs 


(List items in 
this space) 


STORE NAME 

















No. 015 









27 = 


3° Mr. Hardware man:- 


Do you need a more complete ad- 
vertising and merchandising Ser- 
vice? Some stores of the larger 
kind, require more illustrations and 
merchandising ideas than we show in 
the HARDWARE AGE ADVER.- 
TISING Feature. Why not drop us 
a line and let us explain our com- 
plete Housewares and Hardware 
Service? 
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239 West 39th St. 
New York, N. Y. 
























Suceessiul Seasonal 


door activities these four 
displays offer simple sug- 
gestions for sales building ap- 
peals. Chas. Salerno, Grosse 
Pointe Park, Mich., used the 


ik tune with the spring out- 


garden equipment display be- 


low. The farm scene at the bot- 
tom of the page has that realistic 
look that compels attention. It 
was made with Arcade iron toys 
and could be used satisfactorily 
by the dealer having a farm fol- 
lowing. 


Morehouse & Wells Co., 
Decatur, IIl., offer a particular- 
ly high class display of golf 
goods including wearing ap- 
parel. There are only a few ar- 
ticles in this display. The use 
of proper spacing is an impor- 
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Window Displays 


tant part of this arrangement. 
The fishing tackle display of 
Warner Hardware Co., Minne- 
apolis, Minn., has the realistic 


ig 
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touch also, having a miniature 
fishing lake scene in the fore- 
ground. The paneled _back- 
ground provides ample space for 


all kinds of sport sundries and 
could also be used for interior 
display work after they served 
their purpose in the window. 
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DOYS :: 


THAT WILL ADD 
TOTHE KIDDIES 
SUMMER PLEASURE 























Display Toys and Sportin; 


PORTING 
goods 
and toys 


are timely 
merchandise to 
display at this 
season, but our 
artist and dis- 
play man has chosen playthings 
suited to this particular season 
and arranged them in an attrac- 
tive layout. Outdoor toys, wheel 
goods, playground equipment 
will be in demand by parents 
who are anxious to keep their 
kiddies safely and pleasantly 
busy in the back yard or on the« 
beach. Such a window as is pre: 
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tured here will appeal strongly 
to these parents. 

The large poster is important 
as it ties the various parts of the 
display together and centers the 
interest of the observer. It will 
look well if done in color, and 


This is Number Seven of the Hardware 
Age Series of originally designed win- 
Watch Hardware Age for 


new display ideas every week. 


dow trims. 


since the merchandise is sum- 
mer goods it would be well to 
have that color blue, preferably 
a light blue. Somé’price tickets 
placed throughout the display 
will help its effectiveness in 
selling. Many an excellent win- 
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dow fails because of the general 
reluctance of people to ask 
prices. Frequently they imagine 
the price is much greater than 
it really is. This is particularly 
true in the case of merchandise 
that has real value. It looks 
better than the price would in- 
dicate and therefore people often 
pass it up, thinking it too expen- 
sive. So get price information 
into your windows and save 
those lost sales. 


Remember Inside Display 


Let us remind you that when 
you have succeeded in bringing 
your customer into the store the 
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OUR SELECTION 

















WILL JUST MAKE 











YOU WANT To PLAY 












































sale can be made much more 
easily if you have interior dis- 
plays calling attention to the 
same lines of merchandise as 
that displayed in the window. 


Sporting Goods 


Playthings for the grown ups 
are better known as_ sporting 
goods. You will find here a 
carefully thought out display of 
this line. If you follow this 
layout you will have a_ high 
grade window trim of sporting 
goods. Don’t forget the price 
tickets. The drapes add a touch 
of quality to these windows. 

In addition to their ease of 


























Goods in this Week’s Windows 


construction, these windows are 
flexible enough to permit the ad- 
dition of other items in the fore- 
ground without danger of spoil- 
ing the composition of the dis- 
play. 

Display suggestions will be 
welcomed at the editorial offices 
of Harpware Ace. If you have 
some lines of merchandise you 
would like to see arranged in 
these pages, drop a line to the 
Editorial Offices of HarpWaRE 
AGE and our artist will arrange 
them in a very early issue. 

Watch for these helpful sug- 
gestions in each issue of this 


paper. 
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How N ebraska Hardware F irm 
Builds Store Traffie 


HE Boyd Hardware Co., 
Columbus, Neb., is a fam- 


ily affair. There are three 
Boyds in the store: the proprie- 
tor, D. D. Boyd, and his two 
sons, D. M. and G. W. Boyd. 

The three Boyds are a cheer- 
ful, human family, seem to know 
all customers by their first 
names; are exceedingly accom- 
modating; are all up on their 
toes all day; and above all, every 
last one of the three believe in 
advertising. 

Columbus is a town of about 
5000 population. The business 
of the Boyd Hardware Co. is 
about half rural and half city 
trade. But the Boyds don’t be- 
lieve in waiting for any of it. 
They reach out after it all the 
time, and when it comes, they 
are there to wait on it with such 
a cheerful good nature that it is 
a kind of social, rather than a 
business event to go into their 
store. 


Use the Penny Sale Idea 


Excellent use is made of the 
penny sale idea in this hardware 
store. “It brings the business,” 
said D. M. Boyd. “Particularly 
is this true in the paint line.” 

For example in January the 
store advertised a 1-cent sale of 
porch and floor enamel. Be- 
tween the dates of Jan. 17 and 
31 the customer could buy a gal- 
lon of porch and floor enamel 
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By A. E. LONG 





THE THREE BOYDS 


D. D. Boyd, Proprietor of 

the Boyd Hardware Store, 

Columbus, Neb., D. M. Boyd, 

and below G. W. Boyd, sons 
of the proprietor 


‘ 


for $3.50, or 2 gallons for 3.51. 
This resulted in the sale of 60 
gallons. The next month they 
advertised another penny sale on 
another paint item and sold be- 
tween 60 and 70 gallons in a 
week. 

There is published in Colum- 
bus a 20-page monthly, the 
Columbus Trade Bulletin. The 
Boyd Hardware Co. has reserved 
the inside front cover for every 
month. This is distributed to 
the homes in Columbus as well 
as to the farmers in the trading 
area. Qn their page the Boyds 





always advertise some specials 
along with a lot of other regular 
items. The specials bring the 
people into the store. 

Sometimes they insert be- 
tween the pages a pamphlet or 
sheet furnished them by some of 
their manufacturer or jobber 
friends, with the imprint of the 
Boyd Hardware Store on it. So 
they get.a double shot at the 
prospects they are aiming at in 
that particular month. 


Paint Is Up Front 


The paint department at 
Boyds is up at the very front 
of the store, instead of being 
relegated to the back end as so 
many paint departments are. 
Also the paint department is well 
departmentized and_ classified. 
All paint samples are displayed 
on special paint racks, specially 
built for this department. There 
is the varnish section; then the 
semi-flat section; then the flat; 
and then the _ miscellaneous. 


Paint Easy to Find 


When a customer wants paint 
there is no groping and fumbling 
around on the part of the at- 
tendant. He reaches directly 
for the flat section, the varnish 
section, the enamel section, or 
whatever it happens to be that 
the customer wants. The at- 
tendant does not even need to 
read the labels to get the color. 
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A color card in a slot occupies a 
position on the edge of the 
shelving just below each set of 
cans, so that a glance at the par- 
ticular color card will always 
tell instantly just what shade of 
paint is standing on the particu- 
lar shelf directly above the card. 


Special Paint Cabinet 


A special cabinet has been 
built also for the stock of paint 
brushes, and a panel door has 
been devised to carry the sam- 
ples of the variety of brushes on 
the panel. Then when the door 
is opened there are the deep 


drawers of paint brushes of the 
kind shown on the panel display. 
The whole paint stock is man- 
aged with an automatic stock 
control. 

G. W. Boyd, the younger of 
the two sons, is the artist of the 
family, and the window trim- 
mer. He attends an art school 
in Denver. While the art school 
does not teach him window trim- 
ming, it does teach him a lot 
about color combinations and 
harmony, and all this stands him 
in good stead in the work of dec- 
orating the windows at the store. 

Columbus people attribute the 

success and 
steady growth of 









‘BOYD HARDWARE CO. 


“ the Boyd Hard- 
ware Co. to three 
things: “They 








Ask Me Another 


“What has been one of the prin- 
cipal causes of the business depres- 
sion? 

“Fear. 

“And how does fear operate? 

“By process of a vicious circle of 
reasoning. My banker’s pessimism 
makes my broker pessimistic; my 
broker’s pessimism makes me pessi- 
mistic; my pessimism makes my busi- 
ness associate pessimistic; my busi- 
ness associate’s pessimism makes his 
privat esecretary pessimistic; her pes- 
simism makes the landlord pessimis- 
tic; the landlord’s pessimism makes 
the hound-dog pessimistic, and the 
hound-dog eats up the cat. So there 
you are. 

“And conversely ? 

“The cat won't hiss at the hound- 
dog; the hound-dog won’t snarl 
the landlord; the landlord will say a 
pleasant ‘good morning’ to the private 











ELECTRICAL GOODS 


Hot 
Plates I 
$1.65 to $7 ae 


We Carry a Line of 


secretary; the secretary will work 
overtime for my associate; my asso- 
ciate will place a bunch of new or- 
ders on my desk; I will buy some 


carry the stock to 
supply the com- 
munity’s demand; 
























$4.75 to $8.75 Wiring Supplies he d ” a 
oi wane ' they advertise more securities from my broker; my 
SPECIALS constantly; they broker will play golf with the bank- 
se” gy Pot a ‘ aa A ‘ ; 
TY : greet you and & Sony the banker will say, ‘All’s 
6 quart = Kettles 89c well!’ 
pe, ae serve you cheer- : 
ee ee Sa) coasts ate | . And when will all this take 
| seated en Aarne Pulok | Tele Bile $1.25 fully and cour- ee 
sai wien th Tea teously atall * «7, 
canny th a ae etl Rettles : ig dle Just as soon as you and I and the 
gi.as gon Pom times. other fellow buy more shoes and 








Great lc Sale 














on Porch and Floor Enamel 


1 gallon...... $3.50 2 gallons.....$3.51 
Half gallon... 1.85 2 half gallons 1.86 
. 



















The Copper Clad Range 





Your Choice of Five Colors 


One of the page ads in the 
Columbus Trade Bulletin, 
used by the Boyd Hard- 
ware Co., Columbus, Neb. 


Right: The Boyd store 
built to enviable propor- 
tion by the intimate con- 
tact of all members of the 
firm with their city and 
country customers. 
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The Range of Your Dreams f° | 
os : I 
Beauty, Durability, Convenience i i 
and Efficiency is » 















clothing and comforts and luxuries 
(many of which are not really lux- 
uries today) and have confidence in 


1 quert peaskie 1.00 2 quarts...... 1 - = 
1 pint... .... 160 2 pints....... this glorious U. S. A. of ours. In 
Sale Dates January 17- 31 other words, we have got to 


“BUY BACK PROSPERITY.” 
Liew 8. Soule 


















This is Edward Besaw and 
“his artistic window trim 


How a Realistic Bit of Window Trim 
Started Tackle Sales for Fowler 


being employed by Fowl- 

ers Sons, Inc., hard- 
ware merchants, Lowville, N. Y., 
is an artist; not that he paints or 
draws pictures, but because he 
has the ability to set down a re- 
markably realistic bit of artistry 
in the store window. 

Although the reproduction 
does not show all of the detail 
that actually appeared in the 
window, enough is given to in- 
dicate the excellence of the work. 
This is how it is constructed, as 
described by Mr. Besaw: 

The base of the window is 
5x7. Across the front window 
was a tank 4 ft. 10 in. x 6 in. 
deep, with a trough 8 in. x 3 in. 
deep leading from a tank 18 in. 


| anes BESAW, besides 
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x 6 in. x 8 in. deep with a water 
wheel to lift water into the 
trough. This water wheel was 
run by 14 hp. electric motor. 
The base was filled to come to 
the top of the trough with wood 
moss, stones, sand and small 
sticks, two small pieces of wood 
to represent stumps and small 
twigs to represent alders along 
the trough. The cabin was 18 
in. x 18 in. square, frame made 
of 2 in. x 2 in. with slab siding 
and roof. The chimney was 
made on a tin form covered with 
prepared plaster and_ small 
stones. Smoke was made by 
placing a cigarette on a small 
wire and hanging it in the chim- 
ney. A flag on the cabin was 
made to wave by means of an 


electric fan in the background. 

Fishing tackle sales run into 
really inviting figures in this 
store, although the available 
business is shared with other 
competitors, and original ideas 
in merchandising have aided in 
this result. Eighty days before 
the trout season opens a large 
sign bearing the numerals 80 is 
placed in front of the store. 
Each day this is changed to read 
“79 days till Trout Season” and 
so on. Tackle sales begin as 
soon as that sign goes out, and 
if a mistake is made people are 
quick to call attention to it, so 
great is the interest. 

Reference to the photo will in- 
spire many to try this type of 
display for special occasions. 
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HESTER G. RICHARDSON, 
Patten, Me., hardware retailer, 
has increased his business 

more than 1500 per cent since 1910 
and his stock has increased about 
2000 per cent in that time. Much of 
this increase can be attributed to the 
annual one-day sales convention he 
holds. He had been in business in 
Patten for two years when he decided 
that lumbering was not the only in- 
dustry that could bring prosperity to 
the town. To get greater attention 
for his idea he invited 75 people to 
an all-day convention. Forty-five 
men accepted the invitation and went 
to the store, then a one-man affair 
occupying a space of about 20 sq. ft. 

At the 1910 convention a local ag- 
ricultural authority spoke on farm- 
ing and its problems. Mr. Richard- 
son addressed the group, urging that 
the local sporting facilities be ex- 
ploited and that more potatoes be 
grown, as well as other crops. 
Through the years he sold the com- 
munity on the idea of raising more 
potatoes and now more effort is be- 
ing expanded on the proposition of 
wider diversification of crops. Lum- 
bermen, guides, farmers, resort oper- 
ators, refreshment stand owners and 
camp operators attend the conven- 
tions. 

The convention is held in the early 
spring. All day and into the evening 
demonstrations are given indoors and 
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How 


Maine Merchant 


Builds 
Community 
Interest 


in the Richardson parking lot, which 
is turned into an open air display 
ground for the day. Cars are allowed 
to park on both sides of the street 
for the entire day, by arrangement 
with the town officials. Several dem- 
onstrations are carried on at a time. 
His seven employees, including the 
warehousemen, are all pressed into 
sales service for the day and partic- 
ular attention is given to the placing 
of effective displays in logical places. 


Inereasing Trade 


At the most recent convention there 
were 650 out of 750 invited guests. 
Diversified crops, better marketing 
facilities, development of recreational 
facilities by building of more camps, 
woodland hotels, roadside stands and 
cabins and development of other 
sports and industries are urged upon 
those attending. To properly serve 
the convention, Mr. Richardson holds 
salesmanship classes. Special display 
tables are set up for the day. 
Outdoors the exhibits are mostly 


« 


for the farming and lumbering in- 
dustries; hand-operated, motor-driven 
and horse-drawn implements and 
equipment being demonstrated. In- 
doors the smaller items are shown. 
Saws and axes are demonstrated on 
logs brought from the nearby woods. 

At noon Mr. Richardson introduces 
the local band, which renders a brief 
concert, after which the guests form a 
parade to the town hall, where a 
sumptuous meal is served. Luncheon 
is served by local organizations, with 
whom special arrangements are made. 
Following lunch the convention 
group goes to the auditorium of the 
town hall or to the high school audi- 
torium for a program consisting of 
band selections, moving _ pictures 
supplied by manufacturers whom Mr. 
Richardson deals with, and at least 
four outside speakers. 

Among some of the speakers in the 
past few years were Congressmen 
from agricultural districts, marketing 
experts, guides, hunters, anglers and 
agricultural school professors. On 
one occasion the Governor of Maine 
spoke on the financing of public high- 
ways. At another convention the same 
Governor spoke on farming prob- 
lems. The State Supreme Court has 
presented through one of its mem- 
bers methods of using a farmers’ 
bookkeeping system to advantage, 
while architects, engineers and build- 
ers have explained the profits offered 
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by the erection of overnight cabins, 
refreshment stands, filling stations, 
etc. Other addresses have pointed 
the profits obtained by offering ac- 
commodations for summer season 
guests, anglers and hunters. Open 
forums are held at each convention. 

Legal problems sometimes met by 
farmers, camp owners, roadside stand 
operators, and lumbermen and how to 
cope with such problems have been 
the subjects of talks by county attor- 
neys and attorneys general of the 
State. 

About 4.30 or 5 p. m. the guests 
return in parade to the store. From 
then until closing time demonstra- 
tions, sales talks and band music are 
offered to the guests. Flood lights 
illuminate the adjoining plot for 
night demonstrations. 


On convention day the store em- 
ploys a half-dozen extra salespeople. 
For a week following each conven- 
tion deliveries are made by the two 
trucks owned by the store. It is esti- 
mated that 95 per cent of the guests 
make purchases, ranging from $1 to 
$500. In some instances all hardware 
supplies for an individual for the en- 
tire season are sold at the convention. 
The store now occupies in excess of 
600 sq. ft. 

Patten has become an important 
recreational center from May until 
November, largely as a result of Mr. 
Richardson’s convention. He is at 
present leading a fight for improve- 
ment of the highway to the north of 
Patten, making his convention not 
only a successful merchandising op- 
portunity but a civic meeting. 








Mr. Richardson keeps in contact 
with his convention guests the year 
around. If he does not see one guest 
in the store for a month following the 
convention a personal letter is sent 
asking for his reactions to the con- 
vention program. He is asked if there 
are any suggestions for improvement 
of the next convention and is invited 
to drop into the store. 

Where an important purchase is 
made on convention day or any other 
day of the year the customer is com- 
municated with about two weeks later 
to see if delivery was properly made 
and if the merchandise is entirely sat- 
isfactory.” Many testimonials have 
been received as a result of this fol- 
low-up and many of them are used in 
soliciting business from other cus- 
tomers. 


How to Make the Most of the Builders’ Hardware Opportuuity 


hardware is equally as important to 
the completed effect of a residence 
as the rugs, draperies, lighting fix- 
tures and other fittings. 


Builds Business 


The securing of a contract to fur- 
nish the builders’ hardware is 
usually the first in a chain of other 
profitable transactions which follow 
in logical sequence. If the store 
has served the patrons builders’ 
hardware requirements in an appro- 
propriate, pleasing and helpful man- 
ner, the way has been paved toward 
selling a wide variety of general mer- 
chandise. At the same time the 
builders’ hardware contract is se- 
cured a better opportunity is pro- 
vided to get the business in other 
related materials, such as_ nails, 
screws, rough hardware, paints and 
glass, as well as tools for contrac- 
tors and workmen. 

In dealing with architects and 
contractors, it is well to keep in mind 
that they will seldom seek another 
sourch of supply as long as the 
hardware store they favor continues 
to serve them in a manner that war- 
rants their patronage. They are loyal 
to the extreme as long as they are 
efficiently served. It is apparent 
that such patrons, who usually buy 
in large quantities and are prompt 
in paying their accounts, are pre- 
ferred customers, and the merchant 
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will do well to cultivate a following 
among them. 


Style Is Factor 


The importance of closely follow- 
ing the tendency toward new designs 
is also stressed by Russell & Erwin, 
as the store must be certain that the 
designs being featured are growing 
instead of waning in popularity. As 
an example, it was pointed out that 
the sectional type of trim is growing 
in favor, especially for residential 
use. Smaller door knobs than those 
formerly in vogue are also being 
preferred. A few years ago 214-in. 
door knobs were the popular size. 
at the present time 2-in. and even 
134-in. types are growing in popu- 
larity. Knob rosettes having con- 
cealed screws are innovations that 
have met with favor. In the non- 
sectional type of lock trims there is 
a pronounced tendency toward 
smaller escutcheons. 

In the type of dwellings being 
erected, which, of course, has a di- 
rect bearing on the designs of ap- 
propriate finishing hardware, Co- 
lonial and Early English homes are 
becoming increasingly popular. For 
a time, the bungalow type of dwell- 
ing, which originated on the Pacific 
Coast, was favored. It now appears 
that this type of small home was 
particularly adapted to California 
climes and the country at large is 


currently favoring the type of homes 
erected by our forefathers. It is said 
that the use of most of the new 
metals recently placed upon the mar- 
ket is limited both by the existing 
demand and by the fact that most 
manufacturers are not prepared to 
fabricate them. For these reasons, 
brass and bronze, together with 
forged iron, continue to be the lead- 
ing metals used in manufacturing 
builders’ hardware. 

Hand-forged iron hardware is en- 
joying greater popularity than it has 
since Colonial days. Reproductions 
of Early English, Colonial and Span- 
ish wrought designs are also being 
executed in an alloy of copper, zinc, 
lead and nickel. This alloy has been 
designated as “White Bronze,” and 
is usually treated to a dark oxidized 
finish which resembles wrought iron. 
Due to the fact that hardware made 
from this alloy will not rust when 
exposed to the weather, it is being 
preferred to genuine wrought iron 
in many instances. In use, such 
hardware takes on highlights that 
serve to enhance its attractiveness. 

With special training so easily 
available, there is no occasion for 
incompetent builders’ hardware sales- 
men in any hardware store. Prac- 
tically the only requisite is an in- 
clination to become better informed 
and to seek the necessary knowledge 
with a fair amount of diligence. 
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Parking Space —The Magnet of Morristown 


the stamped parking check is 
presented and accepted in lieu 
of cash. 

At the end of every month 
each garage man, or parking lot 
proprietor, sorts his checks and 
bills each merchant for the num- 
ber of cars for which the mer- 
chant has stamped and approved 
the checks. Should the parking 
invoice be questioned, the bill- 
ings can be substantiated with 
the stamped checks. Patrons are 
not required to purchase any 
specified amount of merchandise 
in order to avail themselves of 
the free parking privilege. The 
Morristown merchants have not 
found anyone abusing the plan. 

Edwin J. MacEwan, secretary 
of the Chamber of Commerce, 
has said that the success of the 
plan depends to a great extent 
upon the publicity given it. In 
addition to using newspaper 
space to bring the plan to the 
attention of the public, circulars 
describing the plan were pre- 
pared for distribution to resi- 
dents in the vicinity of Morris- 


Canadian Business Conditions 
Improved During April 


General conditions in the manufac- 
turing industry are still below normal, 
but the volume of business has shown 
substantial improvement during recent 
months. Textile mills have greatly 
expanded their operations, new fac- 
tories have been opened and exten- 
sions made to existing plants. In some 
instances, mills have been working on 
overtime schedules. Production is gen- 
erally more satisfactory in the steel 
trades. The automobile industry has 
increased its output in anticipation of 
spring orders. Three United States 
automobile companies have _ recently 
concluded arrangements for the manu- 
facture of their products in Canada. 
The tariff changes recently brought into 
effect in Australia will be of consider- 
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town. The information in the 
circular starts off with the follow- 
ing opening paragraph: “In or- 
der that you may continue to 
shop in Morristown with greater 
convenience and comfort, the 
Retail Merchants’ Division of 
the Morristown Chamber of Com- 
merce has made arrangements 
for you to park your car in 
garages and parking. stations. 
There will be no charge to you 
whatsoever.” Then follows the 
list of seven places where the 
free parking service has been 
made available. On the back 
cover of the circular, the co- 


operating stores, their lines of 


business and their addresses are 
enumerated. 

While nearly every store in 
Morristown realized the need for 
improved parking facilities, it 
was impossible to give, in ad- 
vance, any definite figures as to 
the amount participation in the 
plan would entail. Since the 
plan has been in operation, how- 
ever, Mr. MacEwan stated that 
“We have found the merchants 





able advantage to Canadian automobile 
manufacturers. Pulp and paper plants 
continue to operate at less than 60 per 
cent of capacity. Production of news- 
print, however, amounted to 187,005 
tons in March, an increase of 22,453 
tons over the February output. 

The total value of construction con- 
tracts awarded to March 31 amounted 
to $73,541,000. This shows a consider- 
able falling off from the total for the 
first quarter in both 1930 and 1929, 
for 1928. 

The mining industry continues to 
operate on a satisfactory basis. The 
output of gold, silver, petroleum, zinc, 
cement and gypsum during the first two 
months of 1931 was greater than dur- 
ing the corresponding period last year. 

Preparations for the coming season’s 
agricultural operations are now under 


way in practically all sections of 
Canada. Precipitation during the fall 


who assist only too glad to pay 
for whatever number of parkers 
used the service.” 

The exceptionally low cost of 
the plan is very apparent when 
it is learned that during the first 
month the plan was in operation, 
97 cars were parked at a total 
cost of $25, or about 66c. per 
store, although some merchants 
did not have to pay for partici- 
pation in the plan, as none of 
their patrons availed themselves 
of the free parking privilege. 

A suggestion offered by Mr. 
MacEwan for improving on the 
plan was that participating mer- 
chants agree to use in every one 
of their newspaper ads a slogan, 
such as: “Free Parking for Our 
Patrons,” and that a special fund 
be raised to carry out a more 
extensive advertising campaign 
to announce the free parking ser- 
vice. Mr. MacEwan said of the 
results so far: “This plan is one 
of the best good will policies for 
the town in general, and for the 
merchants in particular, that we 
have ever seen.” 


and winter months has been insufficient 
in marly parts of the West, and mois- 
ture conditions are causing grave con- 
cern and have delayed seeding opera- 
tions. Fall-sown crops wintered well 
in Eastern Canada and British Colum- 
bia; spring work commenced early. 

The resistance shown by the prices 
of livestock and animal products to 
the general decline in commodity prices, 
combined with the low levels at which 
feed could be procured, turned the 
attention of many farmers to the live- 
stock industry. The price of well fin- 
ished animals has not suffered such 
heavy declines. The market for hogs 
has been firmer in recent weeks as 
supplies have been moderate. 

The first quarter of the year has 
brought improvement to many branches 
of industry. — Abstract from the 
Monthly Letter of the Royal Bank of 
Canada. 
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13 Ways to Find the Pay Lode on the Retail Claim 


(Continued from page 39) 


tion. A pocket notebook helps the 
salesmen remember. 


Another large hardware store gets 
business from LOST customers, 
strange as it may seem. A lady calls 
in to look at an electric washer, but 
she doesn’t buy at the time. How- 
ever, the salesman secures her name 
and address, in order to follow up 
with advertising material. If she 
does not buy within a fortnight, a 
representative of the firm calls on her 
personally to inquire about the pro- 
posed purchase. If the customer has 
not bought elsewhere, this procedure 
brings her back to the store to pur- 
chase, in seven times out of ten, it has 
been found. If she has—ah, then she 
is anxious to reward the store for its 
interest in her. She suggests this or 
that newly married couple, as being 
in the market for this or that mer- 
chandise. PEOPLE LIKE TO BE 
SOLICITED, for that means that 
their business is appreciated! This 
statement deserves several exclama- 
tion marks! 


8. The telephone. Retailers are 
using this means of getting business 
more and more. Instead of chit- 
chatting around on a dull morning 
when call-in patronage is scant, the 
salesmen are at the telephone solicit- 
ing business—telling old customers 
of new items, seasonable items. One 
merchant has gone so far’ as to in- 
struct his floor salesmen to call every 
home in the telephone directory on 


electrical refrigerators. It took sev- 
eral months to go through the book, 
but one real prospect was secured 
out of every 1000 calls, and sales 
from this source maintained a ratio 
of one sale for every 10 prospects. 
For some of the men, a telephone 
approach and sales talk was worked 
out. The entire effort was done in 
idle moments and didn’t cost the firm 
a penny in sales promotion! 


9. New arrivals in city. The 
daily newspaper is the best source 
of this information. The man who 
has been transferred from one city 
to another, ships very little, if any, 
of his home furnishings. He is in 
the market for so many things! New 
arrivals are worth following up, 
either by mail or through personal 
calls. 

10. Fire casualty. The burned 
home may seem a far cry from the 
sale of merchandise. But don’t for- 
get that the burned home is usually 
rebuilt immediately with insurance 
money, and must be _ refurnished. 
Insurance companies will give in- 
formation on such casualties. 

11. Coupon advertising. Offer- 
ing literature on a product via a 
newspaper coupon advertisement, is 
well known as a source of business, 
but should be included in this list. 

12. People who have come in- 
to money are free spenders, especi- 
ally if they get it in a lump sum. Life 
insurance companies will give infor- 








mation on paid claims. The probate 
court records tell of the settlement 
of wills. The inheritance tax records 
also tell of those who have come 
into money. Sell to those who have 
money to buy. 


13. Daily News. The news story 
tells of a lawyer who has won a big 
case. He received a large fee. He 
feels flush. His wife can persuade 
him to buy many needed things for 
the home. The real estate section 
of the newspaper tells of the sale 
of a new home to Mr. Soandso. It 
needs new furnishings; maybe re- 
modeling. And one astute vacuum 
cleaner salesman saw a news story 
about the stealing of a vacuum 
cleaner from a prominent home. He 
called—demonstrated his machine— 
and sold it, together with a complete 
set of attachments. The daily news 
has many such tips for business. 


14, Building permits. = This 
source of prospects is well known to 
the hardware dealer specializing in 
building supplies. 

15. Marriage license bureau is 
a valuable source of business to the 
hardware merchant, for obviously 
the newly-weds need innumerable 
things in order to start homekeeping. 

All of these plans have been used 
by at least one merchant. What 
would happen to the sales barometer 
if one merchant DID USE THEM 
ALL? 


PRING displays are 

particularly effective 
just now. Here is one 
which by suggestion. 
more that in its display 
of much merchandise, 
plants desire of owner- 
ship in the minds of cus- 
tomers. Sell the IDEA 
first and then the mer- 
chandise. It’s easier 

that way. 


AGE 
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Watch Your Discounts With Tickler System 


By W. P. HIGGINS 


Y the installation of a very 
B simple system easy to install 

and maintain as outlined in 
this article, a number of leaks and 
losses which exist in a majority of 
concerns can be eliminated. 

Take the matter of cash discounts. 
The average firm receives a large 
number of invoices during the month, 
a large portion of which bear such 
notations as “Terms, 2% 10 days— 
net 30 days.” As the due dates fall on 
almost every day in the month, all too 
frequently these cash discounts are 
lost through oversight or forgotten 
because of the lack of an efficient 
“tickler system.” 


Savings From Cash 
Discounts 


Perhaps a great many executives 
do not quite realize how valuable cash 
discounts are. It may surprise many 
to learn that the savings from cash 
discounts is usually much greater 
than the percentage of profit earned 
from the operation of the business 
itself. The following compiled table 
shows the annual returns of savings 
made: 


%% 10 days, net 30 days 9% 
1 % 10 days, net 30 days .....18% 
144% 10 days, net 30 days .....27% 
2 9% 30 days, net 4 months .... 8% 
2 % 10 days, net 60 days ....14% 
2 % 30 days, net 60 days .....24% 
2 % 10 days, net 30 days .....36% 
3 % 10 days, net 4 months ....10% 
3 9% 30 days, net 60 days .... 36% 
3 % 10 days, net 30 days .....54% 


Briefly, the system is arranged as 
follows: A loose-leaf binder, pro- 
vided with a 12-division monthly in- 
dex, having tabs lettered January, 
February, March, etc., is supplied. 
Under each of these twelve monthly 
division sheets is placed a series of 
numbered or sub-indexed sheets run- 
ning from 1 to 31 with marginal cut- 
outs along the right-hand edge. In 
other words, the system requires 366 
sheets, one sheet for each day of the 
year. Thirty-one of these sheets fol- 
low the January tab, 29 sheets follow 
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the February tab, and so on, through- 
out the year; the number of sheets 
under each tab is, of course, governed 
by the number of days in that partic- 
ular month. 


To illustrate further, let us take 
for example an invoice in the amount 
of $500 dated April 1, 1931, and bear- 
ing the terms, “2% 10 days—from 
date of invoice—net 30 days.” It is, 
of course, obvious that payment of 
this invoice must be made on or be- 
fore April 11 in order to take advan- 
tage of the 2 per cent cash discount. 
Upon receipt of this invoice, the book- 
keeper turns to the “April” index tab 
in the invoice maturity record binder, 
places his thumb on cut-out No. 11, 
and opens the book by means of the 
numbered cut-outs on the sheet. These 
cut-outs enable him to open the ma- 
turity record binder automatically at 
the proper page for recording in- 
voices falling due on any given date. 


In recording these invoices, the 
year is first entered at the extreme 
left of the page. The date of the in- 
voice, April 1, is shown in the fol- 
lowing column. The creditor’s name 
is then entered in the column pro- 
vided for that purpose. In the col- 
umn headed “Discount” which fol- 
lows, the rate of the cash discount 
“2/10” is noted, while in the next col- 
umn, headed “Terms,” is shown, 
“Net /30.” The amount of the in- 
voice, $500, should appear in the 
“amount” column. 

On April 11 the bookkeeper, or 
whoever is in charge of this phase of 
the accounting, will, as a matter of 
routine, refer to the invoice matur- 


ity record leaf for that particular 
day where he will have before him a 
record of all invoices that must be 
paid on that day to obtain the cash 
discounts. 


After the checks are drawn for 
these invoices, signed by the proper 
authority, and mailed to the payee, 
the date paid and check numbers are 
recorded on the invoice maturity rec- 
ord in the last two columns at the 
right of the form. 


Can Be Used For Other 
Purposes 


In addition to serving as an in- 
voice maturity record, this particular 
system may likewise be used for many 
other purposes. For example, it may 
serve as a reminder of important 
transactions or events which should 
come to the attention of the proper 
person on the desired date. As an 
instance of this, might be cited cus- 
tomers’ accounts which are overdue 
and upon which payments have been 
promised on certain days. Such ac- 
counts may be flagged with the use 
of this form.. Notes or interest, receiv- 
able or payable, will not be over- 
looked if indicated on the record. 
Important business engagements also 
may be noted on the proper sheet. 

Another advantage of this tickler 
system is the fact that it enables the 
accounts payable bookkeeper to take 
every cash discount offered, regard- 
less of whether or not a voucher sys- 
tem is in use. In other words, this 
tickler system works just the same, 
regardless of the type of accounting 
system used. 
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A. C. Penn Passed Away May 10; Was Veteran 
Hardware Man 


The death of A. C. 
Sunday, May 10, brought to a 


Penn on 


close the interesting career of a 
well known veteran who had sold 
hardware and cutlery in many 


parts of the world. Death oc- 





A. C. PENN 


curred at the Flower Hospital, 
New York City, four days after a 
complete physical collapse. 

For many years Mr. Penn had 
been identified with the sales de- 
partment of Simmons Hardware 
Co., St. Louis, Mo., holding ex- 
ecutive positions in that organiza- 
tion. He traveled for Simmons 
in practically every section of the 
country and was particularly ac- 
tive in promoting the sale of 
cutlery, in which field he en- 
joyed an unusual reputation. He 
was selected to open the Sim- 
mons branch at Philadelphia. In 
the latter capacity he won wide 
recognition for his ability to 
train salesmen. Many fairly 
prominent hardware sales execu- 
tives served under Mr. Penn, and 
will long remember the earnest 
and thorough schooling he gave 
them. 

From that point he went to 
New York City as general man- 
ager of the Enders Razor or- 
ganization. Later he formed the 
firm of A. C. Penn, Inc., at New- 
ark, N. J., to manufacture Penn 
safety razors and blades and for 
a time also manufactured a line 
of electric reading lamps. After 
this business was discontinued 





Mr. Penn served as merchandis- 
ing consultant to several well 
known manufacturers of .cutlery, 
tools and hardware specialties, 
concentrating usually on 
strengthening distribution 
through wholesalers. In recent 
years he was a frequent con- 
tributor to Harpware AGE un- 
der the pen name of John Cassin 
and also under his own name. 





STRATTON, SON FORM A 
GROCERY STORE CHAIN 


Leslie M. Stratton, Sr., presi- 
dent, Stratton-Warren Hardware 
Co., Memphis, Tenn., wholesale 
hardware distributors and a past 
president of the Southern Hard- 
ware Jobbers Association, to- 
gether with his son, Leslie M. 
Stratton, Jr., has formed a 
chain of food stores to operate 
in Memphis. Both of the Strat- 
tons have had experience in the 
grocery line before. Mr. Strat- 
ton is president of the new com- 
pany, while his son is vice-presi- 
dent and general manager. 





BENNETT IS CHICAGO 
SALES MGR., AMERICAN 
SHEET & TIN PLATE CO. 


H. T. Bennett, recently ap- 
pointed manager of sales in thie 
Chicago, TIIl., district for the 
American Sheet & Tin Plate Co.., 
Pittsburgh, Pa., succeeding W. 
H. Eaton, entered the steel in- 
dustry in 1886 in the Chicago 
office of Merchant & Co. Later 
he was identified for a time with 
the old Falcon Steel Co., Niles, 
Ohio, subsequently going with 
the American Sheet Steel Co. 
He served the latter company 
and the American Sheet & Tin 
Plate Co. for 31 years, and has 
been assistant sales manager in 
the Chicago district since 1909. 

A. P. Bronson, who becomes 
assistant manager in the Chi- 
cago district, began his business 
career with the Washington Tin 
Plate Co., Washington, Pa., but 
has been identified with the 


i. E. BARTH IS MEMBER 
OF SARGENT CO. BOARD 


P. E. Barth, general sales man- 
ager, Sargent & Co., New Haven, 
Conn., was elected a member of 
the board of directors of that 
company at the April 24 meeting. 
In 1929 Mr. Barth was made 





P. E. BARTH 


manager of the Chicago office 
and warehouse of Sargent & Co. 
Later he was transferred to New 
Haven and made general sales 





manager. 


| American company for 30 years. 
He has been in the Chicago dis- 


trict office since 1909. 





F. V. OLDHAM PASSES 


Frank V. Oldham, 57, presi- 
dent, Cocker Saw Co., Lockport, 
N. Y., died recently at his home 
in that city, following an illness 
of three weeks, resulting from an 
attack of pneumonia. He began 
his career in the saw manufactur- 
ing business with the Simonds 
Saw & Steel Co., Fitchburg, 
Mass. In 1906 he went to Lock- 
port, at which time he acquired 
an interest in the Cocker Saw 


Co. 





JOHN WEGNER, JR., DIES 


John Wegner, Jr., sales man- 
ager, National Enameling & 
Stamping Co., Milwaukee, Wis., 
died April 19, following a heart 
attack. He was born in that city 
in 1875. For 31 years he was as- 
sociated with the company, be- 





ginning as a traveling salesman. 
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CHAMBER IS OPPOSED 
TO STATE SALES TAXES 


At the May 1 session of the 
convention of the United States 
Chamber of Commerce, held at 
Atlantic City, N. J., a resolution 
was passed opposing the imposi- 
tion of State retail sales taxes. 
Several weeks ago, in view of the 
growing importance of this sub- 
ject throughout the country, the 
National Retail Dry Goods As- 
sociation at its annual meeting 
in New York City adopted for- 
mal resolutions requesting the 
Chamber to make such a resolu- 
tion. 

The resolution was as follows: 
“There has been a recent devel- 
opment in State taxes, or in taxes 
under consideration for adoption 
by the States, to which we desire 
to call attention. This develop- 
ment has been in taxes upon the 
sale of general merchandise at 
retail. We oppose such taxes as 
undersirable from the point of 
view of administration as unfair 
in both their direct and indirect 
effects upon business enterprises 
and as contrary to the interests of 
the public in sound principles of 
taxation.” 





MADDEN IN CHARGE OF 
DARWIN N. Y. OFFICES 


J.-J. Madden, New York rep- 
resentative of Darwin Razor 
Corp., Cleveland, Ohio, is main- 
taining, offices at 1133 Broadway. 
G. Miller and Russell Robinson 
formerly had charge of the New 
York offices. Previous to his con- 
nection with Darwin, Mr. Madden 
was for a time metropolitan rep- 
resentative for Gillette Safety 
Razor Corp., Boston, Mass. At 
one time he represented the Gil- 
lette organization in its contact 
with Latin America. 





KEN-WEL DISPLAY ROOM 
NOW OPEN TO TRADE 


The New York City showroom 
of the Ken-Wel Sporting Goods 
Co., Inc., Utica, N. Y., at 116 
Nassau Street, has been opened 
urider the direction of Nelson 
Kennedy, vice-president of the 
firm. The Ken-Wel display 
rooms in New York City were 
formerly located at 160 Fifth 
Avenue. For prompt shipment 
the company maintains a ware- 
house in New York City. 




















WESTINGHOUSE LIGHTING 
STUDIOS IN CLEVELAND 


A comprehensive display of 
lighting equipment is included in 
the Westinghouse Lighting Stu- 
dios just opened in the Cleve- 
land, Ohio, works of the West- 
inghouse Electric & Mfg. Co., a 
plant devoted exclusively to the 
manufacture of street, flood, air- 
port and commercial lighting 
equipment. Studios are operated 
in conjunction with the photo- 
metric laboratories of the com- 
pany, also just opened in Cleve- 
land. 

The studios include displays of 
exterior, interior and _ mobile 
color lighting, and the latest de- 
velopments in street, airport, 
flood, commercial, industrial and 
mobile color lighting equipment. 
All luminaries displayed are 
permanent parts of the studio 
equipment and are operated sep- 
arately through remote control 
relays from switchboards located 
at the rostrum in each studio. 
They may also be controlled indi- 
vidually by switches adjacent to 
each unit. 

In addition to the luminaries 
and other interesting lighting de- 
vices, the latest systems of con- 
trol equipment are displayed in 
actual operation. 

The experimental engineering 
department, outdoor and indoor 
lighting laboratories and _ the 
photometric laboratories are in- 
teresting exhibits supplementing 
the educational features of the 
studios. 





H. N. ROBINSON DIES 


Henry Norton Robinson, for 
many years identified at Hart- 
ford, Conn., with the hardware 
business and a member of the 
firm of Tracy, Robinson & Wil- 
liams. died at his home in West 
Hartford, April 30. Mr. Robin- 
son was born in Hartford, Dec. 


31, 1849, 





KILBORN, VICE PRES., 
HAMMOND BOLT & NUT 


William T. Kilborn, formerly 
vice-president and general man- 
ager of sales of the Graham Bolt 
& Nut Co., has been elected vice- 
president in charge of sales of 
the Hammond Bolt & Nut Corp., 
Hammond, Ind., with general of- 
fices in the Peoples Gas Building, 
Chicago, IIl. 





GAISMAN, CHAIRMAN OF 
GILLETTE SAFETY RAZOR 
BOARD OF DIRECTORS 


Henry J. Gaisman, founder of 
the AutoStrop Safety Razor Co., 
New York City, has been made 
chairman of the board and chair- 
man of the executive committee 
of the Gillette Safety Razor Co., 
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Boston, Mass. C. B. Lambert 
has been appointed president of 
the company. 





ARCADE OPENS SALES 
BRANCH IN CHICAGO 


Arcade Mfg. Co., Freeport, IIl., 
has opened a direct factory con- 
trolled sales office in the Mer- 
chandise Mart, Chicago, IIl., in 
Room 1411. Arthur Watts, for 
the past 27 years has represented 





ARTHUR WATTS 


the Arcade organization in Chi- 
cago. Recently his son, Robert 
G. Watts, joined him. S. C. 
Schmitt and Mr. Watts will be 
associated in the new offices. 
Mr. Schmitt has covered Indiana, 





S. C. SCHMITT 


of Ken- 
for the 


Michigan, Ohio, part 
tucky and Pittsburgh 
past 12 to 15 years. 
The new showroom is intended 
to attract the wholesaler, retailer 
and the consumer. A complete 
line of iron and wood toys will 
be on display at the Chicago 
showrooms. Only two repre- 
sentatives since the company’s 
founding in 1885 have covered 
the territory before Mr. Watts. 
A few years after the company’s 
formation, W. H. Sills repre- 
sented the firm in Chicago. He 





was succeeded by J. J. Comstock 


| 
in 1898. | 





HARTLEY IS LINK-BELT 
SALES MGR. IN DETROIT 


Link - Belt Co., Chicago, IIl., 
has appointed William L. Hart- 
ley as district sales manager in 
charge of the Detroit territory. 
Mr. Hartley has been in the em- 
ploy of the company since 1915, 
having started in the engineering 
department, working in the con- 
tract, standard and _ estimating 





departments. Frem 19)7 to 1919 
he was with the United States 
Expeditionary Forces in France, 
rejoining the Link-Belt organiza- 
tion after his return from service. 

In 1926 Mr. Hartley was pro- 
moted to the general sales de- | 
partment, and in 1927 was trans- 
ferred to the Kansas City office. 
Since 1928 he has been in 
charge of the foundry sales divi- | 
sion of the company. His new 
location will be at 5938 Linsdale 
Avenue, Detroit, Mich. 











ARCHIE 
PHELAN 
PHELAN REPRESENTS 
SWAN RUBBER COMPANY 


A. M. Phelan, 416 Broadways 
New York City, has been ap- 
pointed representative of the 
Swan Rubber Co., Bucyrus, Ohio, 
makers of portable sprinkling 
systems, rubber hose and tires 
for juvenile vehicles, in the 
metropolitan district of New 
York State. 














JACK HELSPER HEADS 
CECO MFG. CO. SALES 


Ernest Kauer, president, CeCo 
Mfg. Co., Providence, R. I., has 
announced the appointment of S. 
J. Helsper as director of sales. 
He is widely known to the radio 
trade. Almost for the life of 
the radio industry he has held 
high administrative positions in 
large radio organizations. 

Mr. Helsper plans to stay in 





Providence very little, but will 
spend nearly all of his time on 
the road in direct contact with 
the trade. 


MORDAN RESIGNS AS 
BUSINESS MGR., SAVE 


| THE SURFACE CAMPAIGN 


H. S. Felton, chairman of the 
executive committee of Save the 
Surface Campaign, announces the 
resignation, effective May 15, of 
H. E. Mordan, business manager 
of the campaign. Mr. Mordan 
will be associated with the Ein- 
son-Freeman Co., Long Island 





H. E. MORDAN 


City, N. Y., lithographers, devot- 
ing the major part of his time 
to the creation of specialized 
window display advertising. He 
has been associated with the Save 
the Surface Campaign for the 
past seven years, first as general 
utility man in charge of promo- 
tion. Soon thereafter he re- 
ceived the title of office manager, 
and in a short time became as- 
sistant business manager. Upon 
the resignation of W. R. Me- 
Comb the early part of 1929, Mr. 
Mordan was appointed business 
manager to succeed him. 

He has been responsible for 
many constructive movements in 
the Save the Surface work, and 
was editor of the Save the Sur- 
face News and associate editor 
of the official bulletin of the as- 
sociations. Mr. Mordan has also 
had charge of the accounting 
work for the activities of the two 
associations. 





IVER JOHNSON ACQUIRES 
WONDER WALKER LINE 


Iver Johnson’s Arms & Cycle 
Works, Fitchburg, Mass., has ac- 
quired. the Wonder Mfg. Co., 
Middletown, Ohio, makers of the 
Wonder Baby Walker line. By 
the transfer the assets, patents 
and selling rights of the Won- 
der organization have been ac- 
quired by the Iver Johnson or- 
ganization. Key men of the 
Wonder company have already 
been transferred to Fitchburg, 
together with the plant. 
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A. D. CURTIS DIES; WAS 
LIGHTING PIONEER 


Augustus D. Curtis, president 
and founder of Curtis Lighting, 
Inc., Chicago, Ill., died April 29 
at Beverly Hills, Cal., at the age 
of 65. His passing culminates a 
life devoted to the art and sci- 
ence of illumination, his major 
contributions being in the field 
of indirect lighting. 


Mr. Curtis was born at Haw- 
ley, Pa., on Oct. 14, 1865, the 


son of a country physician. Af- 


ber raft down the Delaware 
River to reach Pennsylvania. 
From there he went to Chicago 
and resumed his training. 
Before founding the lighting 
firm bearing his name, he had 
been engaged in box making, 
lumbering, cattle raising, oil 
drilling and magazine publishing 
activities. In later years he be- 
came an influential factor in the 
Popular Mechanics magazine. 
Later he organized the Curtis- 
Leger Fixture Company, a sup- 
ply house for window display 


With the X-ray reflector and 
the lighting needs of the coun- 
try as a foundation, the National 
X-Ray Reflector Company was 
organized in 1897. The name of 
this company was changed in re- 
cent years to Curtis Lighting, 
Inc. 


UNIQUE ITEMS MFG. 
MOVES HEADQUARTERS 
The Unique Items Mfg. Co., 
212 Fifth Avenue, New York 


City, manufacturers of lamp spe- 





WILSON WESTERN OPENS 


BUSINESS IN PORTLAND 


Wilson Western Sporting Goods 
Co., manufacturers and distribu- 
athletic 
establish a Pacific 
headquarters in Portland, Ore. 
H. E. Andrus, Pacific Coast man- 
ager, has announced that Frank 
E. Bacon will have charge of the 
branch. Mr. Bacon will cover the 
territory including Oregon, 


goods, will 
Northwest 


ters of 





ter finishing grade school at 





equipment. 
Honesdale he helped row a lum- | ray reflector was developed. 





Soon after the X- 
| 1140 Broadway. 





cialties, has moved its office to 





Washington, Idaho, Montana 


and Wyoming. 


New Catalogs and Dealers’ Helps 


Allen Mfg. Co. Catalog 
Includes Recently Added Lines 


Catalog No. 8 issued by Allen Mfg. 
Co., Inc., Franklin, Tenn., shows the 
company’s line of ranges and parlor 
furnaces in colors. Diagrams and il- 
lustrations show appliances and special 
construction features of the various 
models. Terms and conditions of sale 
are included. A dealer’s net price list 
for the catalog has been issued on a 
separate sheet. Repairs and repair 
parts are described and pointed out 
in a section of the booklet. 





Westinghouse Bulletin on 
Football Field Tlumination 


An eight-page folder describing the . 


latest approved methods of illuminat- 
ing football fields has recently been 
published by the Westinghouse Elec- 
tric Mfg. Co., East Pittsburgh, Pa. 
This publication, known as D. M. F. 
5355, describes the various methods of 
illumination and is comprehensively 
illustrated with photographs and draw- 
ings. 

Because artificial lighting has begun 
to play an important part in the fields 
of scholastic, collegiate and _profes- 
sional sport, this publication should 
have wide interest to schools, munic- 
ipal governments, as well as lighting 
contractors. 





Household Cutlery Shown in 
Lamson & Goodnow Catalog 


An attractive illustrated booklet has 
been published by the Lamson & Good- 
now Mfg. Co., Shelburne Falls, Mass., 
in which that company’s line of house- 
hold cutlery is described. A few of 
the items are illustrated in actual col- 
ors. Price information is quoted. The 
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rear pages contain an index and illus- 
trations of some of the dealer displays. 
Some of the items illustrated are kit- 
chen, cheese, clam, bread, oyster, car- 
pet, hunting, fish and icing knives, as 
well as various board sets, turners, 
carving sets, spoons and forks. 





National Mfg. Co. Broadside 
Describes Overhead Door Set 
National Mfg. Co., Sterling, IIl., has 


issued a folder which illustrates and 
describes the No. 900 National over- 
head garage door set, with rabbeted 
joint feature, fully inclosed pulleys and 
all hardware mounted on inside of 
doors. The door in use as well as con- 
struction features of the set are illus- 
trated in the broadside. An_ order 
blank is inclosed in the broadside. 





Hygrade Lamp Co. Catalog 
And General Price Sheets 


A condensed price list and lighting facts 
compilation are offered by Hygrade Lamp 
Co., Salem, Mass. A more detailed price 
list and catalog are offered in the form 
of an attractive illustrated booklet. Order- 
ing instructions, specifications and a gen- 
eral catalog index are included in the 
booklet. . 





Beautiful Lawns Are 
Described in Booklet 


An attractive booklet on the subject of 
“Beautiful Lawns” has been published by 
the F. & N. Lawn Mower Co., Richmond, 
Ind. The booklet tells how to have a first- 
class lawn and how to care for it. Types 
of grasses that make good lawns, how to 
grow grass beneath trees and how to free 
the lawn of weeds are some of the sub- 
jects covered in the booklet. Care of the 
lawn mower and information about the 
F. & N. mowers are included in the rear 
pages of the booklet. 


Catalog on Thor Appliances 
Issued for Hurley Dealers 


The 1931 catalog for salesmen has been 
issued by Hurley Machine Co., Twenty- 
second Street and Fifty-fourth Avenue, 
Chicago, Ill. It is designed primarily as a 
sales manual for Thor salesmen and effec- 
tively illustrates each model and includes 
a series.of two-color sketches showing the 
main selling features. Each feature is indi- 
vidually described and illustrated. A cut- 
away illustration shows the construction 
and mechanical parts of the agitator 
washer. 


Distillate Stove Co. 
Issues Retail Manual 


The Chicago Distillate Heater retail man- 
ual, published by Distillate Stove Co., 274 
Seventeenth Street, Chicago Heights, III. 
is devoted largely to sales questions 
and answers on the line. Subjects covered 
are: construction, operation, installation, 
servicing, heating capacities for different 
parts of the United States, specifications, 
descriptions of models and information as 
to selling methods and sales talks. Answers 
to questions liable to be asked by custom- 
ers are answered in detail. 








Steel Storage Equipment 
for the Modern School Shop 


Durabilt Steel Locker Co., Aurora, IIl., 
has issued a reprint, in booklet form, un- 
der the title “Steel Storage Equipment for 
the Modern School Shop.” The booklet 
approaches the problem of school-shop 
storage from an angle that solves the most 
minute detail in the problem of school-shop 
storage. An important feature of the line 
of cabinets offered by the Durabilt organ- 
ization is the fact that with all interior 
units interchangeable, additional storage 
cabinets may be added from time to time 
as conditions necessitate, allowing complete 
rearrangement of all cabinets, with the ex- 
pense of tearing out and rebuilding elim- 
inated. 
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Indestro Golf Clubs 

‘ Indestro Mfg. Co., 3429 W. 47th St., Chicago, 
Ill., offers the Oak Park and Indestro model 
golf clubs. These irons are forged, in the 
Indestro plant, of carefully tested mild forging 
steel, plated with copper, nickel and chromium. 
Shafts are of high grade hickory, while the 
gripping is of 
durable = quality 
leather. Oak Park 
irons list at $2.75 
each, while the 
Indestro quality 
lists at $1.50 each. 










Banclock 


The Banclock is a register- 
ing bank, which will take and 
accurately register five coins, 
pennies, nickels, dimes, quar- 
ters and halves. Banks are 
made of heavy gage steel, 
and are shipped in three 
bright, attractive colors, in a 
new type of finish developed 
by the maker, Kingsbury Mfg. 
‘Co., 200 Fifth Ave., New York 
‘City. Bank locks when the 
first coin is deposited and 
may be opened only after ten 
dollars in coins have been deposited in it. Children will be 
fascinated by the action of the hands going around each time 
a coin is deposited. Suggested retail selling price of the 
Banclock is $1. 


Crosley Die Cut Bird Display 
Crosley Radio Corp., Cincinnati, Ohio, offers dealers this 
attractive Crosley Die Cut Bird display for window use. 








CROSLEY 


~" €ROSLEY 





Baseball and Football Game 
The Knute Rockne football game is announced by Radio 
Sports, Inc., 6 E. 44th Street, New York City. The game is 
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equipped with an automatic timing clock, which actually 
runs, while each play is being made and takes time out be- 
tween plays. On the other side of the panel is a baseball 
game. Both games have a radio score board, worked out 
with the assistance of Graham McNamee, radio announcer, 
so that the board may be used in following a radio broad- 
cast of either a football game or a baseball game and re- 
producing it. This combination game is made to retail for 
approximately $6.00. The board is so arranged that it may 
be stood at any desired angle, on either side. 





Superlectric No. 670 
Indicating Waffle Iron 


Aristocrat No. 670 indicating waffle 
iron is offered as part of the Super- 
lectric line made by Superior Electric 
Products Corp., St. Louis, Mo. It has die cast aluminum 
grids. Waffle iron measures 61% x 9 in. and has 8-in. grids. 
Nickel model lists at $7.50, while the chrome finished number 
lists at $8.50. Indicator is of thermal type, graduated to in- 
dicate temperature point of too hot, too cold and baking. 
Glass smooth greaseless aluminum grid is grooved to catch 
overflow of dough. Equipment includes cord, with appliance 
plug and two-piece plug, expansion hinge; handsome black 
rubberoid paneled handles and black fibre feet. 








Miller Duo-Purpose Fixtures 
of the Indirect Type 


Miller Duo-Purpose lighting fixtures of the indirect type, 
made by The Miller Co., Meriden, Conn., have two circuits, 
one for indirect lighting 
with ultra-violet radiation — 
employing one S-1 Sunlight Ye 
Mazda lamp. The other : 
circuit, for indirect lighting 
with visible radiation, em- 
ploys five ordinary Mazda 
lamps of 75 or 100 watt 
size. Each circuit may be 
used separately or in conjunction with the other. Bowl of 
this fixture contains an oxidized aluminum reflector for the 
S-1 lamp, which redirects the light from the lamp upward to 
the large ceiling reflector portion of the fixture, in the case 
of No. 2113 fixture illustrated. When the fixture is lighted, 
the lower surface of the bowl is softly luminous. Unique 
and pleasing rainbow color effect is obtained, giving the fix- 
ture a very attractive and varied appearance. In an initial 
installation the S-1 alone supplies approximately 12-15-foot 
candles of uniform lighting upon a desk top level over a 10-ft. 
by 10-ft. area with fixture installed on a 10-ft. ceiling. Ultra- 
violet beriefits from the S-1 circuit are not affected in any 
way when both circuits are employed. Fixtures operate on 
110-120 volts, 60 cycle, A.C. service. 
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L. S. Starrett 

Hacksaw Frame 

Starrett Co., Athol, Mass. It has a throat just deep enough 
to accommodate the 

be made easily and 

This construction also results in improved balance and rigid- 
ity, making the frame especially handy for cutting small pipe, 
to wobble on shallow cuts of this kind and blades can be 
strained tighter with less danger of breakage, according to 
other hand may be used to steady the work. Starrett hack- 
saw frame No. 150 is fitted with the usual Starrett 4-way 


This hacksaw frame was recently introduced by The L. S. 
blade, with the re- 
quickly in spaces offering hardly more than an inch clearance. 
conduit, B-X tubing, insulation, etc. Frame has no tendency 
the maker. Cut can be made with .one hand, while the 
blade adjustment. List price is 75c. 





Gibbs No. 140 Lumber 
Truck and Bridge 


The Gibbs combination lumber truck and bridge is said to 
be the first toy bridge combination offered outside of those 
sold for electric trains sets. Flat bodied truck is loaded 
with strips of nice smooth lumber, suitable for building play 





structures. Truck is built entirely of wood in three bright 
enameled colors. Size is 12% x 334 x 3% in. Bridge and 
approaches are entirely of wood. It measures 21 x 5 x 2 in. 
and is finished in contrasting colors. The Gibbs Mfg. Co., 
Canton, Ohio, is the maker. 


Outing Midget 
Tackle Boxes 


The Midget _ bait 
box, made by the Out- 
ing Mfg. Co., Elkhart, 
Ind., is a vest pocket 
size model. It is of 
aluminum, drawn con- 
struction with hinged 
top and snap fastener. 
Interior is divided in- 
to four compartments 
in which eight to twelve lures may be conveniently carried. 
Outside measurements are 8 x 4 x 4% in. deep. Hinges and 
rivets are brass plated to match the aluminum box, and com- 
plete the weather and rustproof qualities of the product. 
The No. 105 Midget bait box lists at 80c. 








Super-SpecO Bricks 
and SpecO Paste 


Pfanstiehl Chemical Co., Waukegan, 
Ill., offers the Super-SpecO bricks for 
electric soldering irons. It is said to 
clean and tin irons as well as maintain 
them in proper soldering condition. The 
makers say that tips last two or three 
times as long as when dipped in acid 
and that less filing is required when these bricks are used. 
There are three sizes listing as follows: 14 lb., 25c.; % Ib.. 
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45c.; and 1 lb., 75c. SpecO paste is said to be an absolutely 
non-corrosive, clear and smooth flowing product, for making 
all metal joints, except aluminum, vacuum tight. List prices 
on the different sizes are: 2 oz., ll¥%c.; 8 oz., 33c.; 1 Ib., 
5le., and 5 lb., $2.00. 





Westinghouse Gas Filled 
40 Watt Mazda Lamp 


The Westinghouse Lamp Co., New York City, recently 
announced a 40 watt Mazda lamp, with inside frosted 
finish, which is of usual appearance for a frosted bulb. It is 
of gas filled type and is interchangeable with the 40 watt 
vacuum type, although of slightly smaller size. As lamp is 
gas filled, there will be less blackening of the bulb, and it 
will have a better sustained or average efficiency and candle- 
power, according to the maker. This lamp is intended for 
residences and all general locations where it is not exposed 
to inclement weather. For sign service and use in exposed 
positions, the former vacuum type 40 watt Mazda lamp will 
be continued. List price is 20c. each. 





Belden Heater 
Cord Sets 


Belden Mfg. Co., 4689 W. 
Van Buren St., Chicago, 
Ill., offers this heater cord 
set line in an assortment 
of 5 different colored cords 
with colored Belden soft rub- 
ber plugs to match. Assort-_ _ 
ment is provided.in a neat and attractive counter display 
carton in three colors. With the new set the modern home’s 
color scheme is further supplemented. Cords in the assort- 
ment are equipped with specially constructed Belden long- 
life heat resistant heater appliance cords. Dealer cost is 45c. 
Suggesed retail selling price is 75c. There are five cords in 
standard display carton. 








Clements “Stand 
Demonstrator”’ 


The “stand demon- 
strator,” furnished to 
dealers by the 
Clements Mfg. Co., 
Chicago, IIl., requires 
slightly more than a 
square foot of floor 
space and holds the 
vacuum cleaner in 
an inverted position 
so that the revolving 
brush action is visi- 
ble. Advantages of 
the wheels behind 
the nozzle and the 
elevated rug guard of 
the cleaner can be 
effectively explained. 
With the demon- 
strator, a small rug 
is provided for placing over the nozzle. With the motor oper- 
ating, the “air-cushion” of the Clements cleaner becomes 
apparent and the saving of rugs because of the beating against 
this “air-cushion” instead of the hard floor is self-evident. 
Attachments may be demonstrated without removing or han- 
dling the cleaner. The Clements plan includes a two weeks’ 
course in salesmanship for dealers and their salesmen. It 
is conducted by mail. 
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Logan Model Electric Clock 
Now Offered with Alarm 


The Logan Model Hammond 
is now available 


electric clock 


with alarm mechanism. 
called the Logan Alarm, 777. 
Case is bakelite, 434 x 4 in. Alarm 
is electric buzzer 
continues to sound until turned 
off. Suggested retail selling price 
is $7.77. Dealer discount is 40 


per cent. The Hammond Clock 


signal which 


He is 





Co., 2915 North Western Avenue, Chicago, IIl., is the maker. 

















Handy Nozzle Holder 


Illustration shows the Handy 
nozzle holder, made by The Safety 
Globe & Mfg. Co., Columbus, Ohio, 
in use. This holder, designed to 
retail at the suggested price of 
15c. each, converts the regular 
spray nozzle of a hose into an 
efficient sprinkling device. Holder 
consists of a clamp and a heavy 
12-in. pointed peg with bolt and 
wing-nut. Clamp fastens on the 
bottom of the hose nozzle and _ is 
left on at all times. There is a 
slot in one end of the clamp which 
fits over the square shoulder of 
the bolt in the peg. Wing nut 


tightens the bolt to hold nozzle clamp firmly on the peg. 
This device is packed in corrugated cartons of three dozen. 
List price is slightly higher than 15c. west of the Mississippi 


River. 





Arcade High Coal Dump Trucks 

This high coal dump truck is another “action” toy offered 
by the Arcade Mfg. Co., Freeport, Ill. Body lifts high above 
the chassis of the truck and slopes backward so that sand, 
gravel, or coal will slide out. The dump body raises up and 





MAY 14, 1931 


down by means of a system of levers that are easily con- 
trolled by one master lever on one side. 
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Conestoga 
Two-Car Racer 


So 
ova WA 
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\ 
The Conestoga Corp.. N 
Bethlehem, Pa., recently a i 
brought out the two-car — 
racer, illustrated. Two cars 
are operated on a spiral 
track simultaneously. They 
are lifted from bottom to 
top of shaft in an elevator 
operated by a_pull-string. 
No spring motor or other 
mechanism is used. By ex- 
ercising skill and practice, 
both cars can be kept go- 
ing continuously. This toy 
stands 1614 in. high and is finished in bright colors. Sug- 
gested retail selling price is $1.00. 








Automatic Washer Co. 
Display Card Piece 
This attractive display 
piece in colors is offered 
to dealers by Automatic 
Washer Co., Newton, 
Iowa. It shows a house- 
wife listening to the quiet 
operation of the Auto- 
Matic duo-disc washer. 


Coo ie anual Display piece may be 


the LISTENING 32 + used to advantage, as 
nme DG . shown, with a_ stock 
EEE i model of the washer 
$0 Quiet ' Pasters in light green and 
' sters ght green anc 


you can hardly : 
contrasting colors as well 


as a placard on an easel 
are also offered. 











Igoe Banner Assort- 


ment of Best Selling SHER Wip 
Wire in \4 Lb. Coils o: a < 


This board of Banner “ees wapeee sateen 
brand wire in 14-lb. coils 
is distributed by Igoe 
Bros., 69 Metropolitan 
Ave., Brooklyn, N.Y. 
Assortment, which com- 
prises the best selling 
sizes of soft copper, soft 
galvanized, brass, steel 
and iron wire, is designed 
to eliminate waste caused 
by cutting and tangling. 
The display board meas- 
sures 36 x 18 in. Dealer 
cost of complete assort- 
ment is $14.35. Retail 
value of wire, in assort- 
ment, is $20.10. Refills 
are available. Suggested 
retail selling prices of 
coils, which ranges from 
10c. to 30c., according to size and type of wire, is marked on 
the board. Wire sizes on each hook are plainly marked. 
Rack is shipped knocked down, in carton, direct to dealer. 
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Genera Marker News 
OF THE WEEK 


Demand Shows 
Seasonal Inerease 


New York, May 13.—Sea- 
sonal increases are currently re- 
ported by the country’s leading 
hardware markets. In certain 
centers, especially those in New 
England and the Mid West, busi- 
ness has recently shown marked 
improvement, while less impor- 
tant increases have registered in 
practically all other trade terri- 
tories. April sales with some 
wholesalers compared favorably 
with a year ago and in a few 
instances even better sales totals 
were recorded. April is usual- 
ly the banner month for most 
hardware jobbers, with May 
normally second in rank, and it 
appears that this year will prove 
no exception in this respect. 
Favorable weather, in most sec- 
tions of the country, has lent 
impetus to the movement of a 
wide variety of spring mer- 
chandise. 

Some orders are being re- 
ceived for summer merchandise 
and the early activity in goods 
of this character indicates that a 
fairly healthy demand can be 
expected. Considerable _inter- 
est also prevails in fall and win- 
ter lines and a moderately good 
volume of future orders have al- 
ready been booked by jobbers. 

Manufacturers have made but 
few recent changes in prices, al- 
though the trend is toward easier 
quotations, as a result of keen 
competition for business. It is 
the general consensus of opinion 
that prices on most raw mate- 
rials are now bumping along 
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bottom and that firming com- 
modity prices are quite likely to 
result in advances in manufac- 
tured products in the near 
future. 

Collections have improved 
slightly since the consumer de- 
mand for spring goods material- 
ized and a further betterment 
has been predicted. 





Week’s Price Average 
Was 73.1%, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices, based on Dun’s quo- 
tations, for the week ended May 2, 
averaged 73.1 per cent. 

The April average was 74.4. The 
purchasing power of the dollar, on a 
1926 basis, was 136.9. The April aver- 
age was 134.5. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
66.6. The April average was 66.8. 

The Italian index on the revised 1926 
basis for the week ended April 25 was 
53.9. The March average was 54.5. 


CeCo Manufacturing Co. 
Lowers Radio Tube Prices 


The CeCo Manufacturing Co., Prov- 
idence, R. I., announces a reduction in 
prices on the following tubes: 


Type New Price 
Ie eee . $2.00 
2 4 a re ~ de 
SRR re Ne er 1.40 
BE eo heats 1.40 
PS. bas 40a Sanat ete 1.60 
ne occ Ok os a 1.60 
Se Lar, x 1.60 
1 (eee 2.30 
PMD = 5 ss w Gace oe oo a 2.20 
BEN icles 5 Sire +k + < OE 5.00 
BO MA Sols Siac: 5 cd eee 6.00 
TS Pe ee 7.00 
ee SP 1.90 


Wholesale Price Index 
Declined Week Ended May 2 


The weekly wholesale price index of 
the National Fertilizer Association de- 
clined only two fractional points dur- 
ing the weeK ended May 2. 

During the preceding week the index 
number showed a decline of seven frac- 
tional points. The index number for 
May 2 stands at 82.3, compared with 
74.3 a month ago and 91 a year ago. 
(The index number 100 represents the 
average for the three years 1926-1928.) 

While only two of the groups ad- 
vanced, the gains were made by very 
heavily weighted commodities, offset- 
ting to some degree the losses in the 
seven groups that declined. Five 
groups showed no change during the 
latest week. The groups which ad- 
vanced were other foods and miscel- 
laneous commodities. Declining groups 
were fertilizer materials, textiles, fats 
and oils, grains, feeds, live stock, 
metals, building materials, fuels. 

The prices for eight commodities ad- 
vanced during the latest week, while 
losses were shown in the prices for 
thirty-six commodities. Among the 
commodities that advanced were wool, 
burlap, flour, white potatoes, sweet 
potatoes, wheat and coffee. 

Among the commodities that de- 
clined were cotton, silk, cottonseed oil, 
linseed oil, corn oil, eggs, granulated 
sugar, raw sugar, hams, corn, oats, 
lambs, sheep, copper, copper wire, gas- 
oline, bituminous coal, calfskins and 
rubber. 





Bank Debits Declined 2% 
In Week Ended April 29 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities for the week 
ended April 29, aggregated $11,469,- 
000,000, or 2 per cent below the total 
reported for the preceding week and 
25 per cent below the total for the 
corresponding week of last year. 

Aggregate debits for the 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to $10,835,000,000, as compared with 
$11,006,000,000 for the preceding week 
and $14,557,000,000 for the week ended 
April 30 of last year. 
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Farm Price Situation 
Shows Slight Improvement 


The purchasing power of farm prod- 
ucts in terms of commodities that 
farmers buy improved slightly from 
March 15 to April 15, influenced by 
an estimated decrease in prices of 
commodities bought by farmers, ac- 
cording to a recent announcement made 
by the Bureau’ of Agricultural Eco- 
nomics of the Department of Agricul- 
ture. 

The bureau’s index of prices received 
by farmers continued at 91 for the 
period March 15 to April 15, whereas 
the index of prices paid by farmers is 
estimated at 134, as compared with 136 
the preceding month. The ratio of 
prices received to prices paid is placed 
at 68 per cent of pre-war, compared 
with 67 in March and 66 in February 
this year. In April a year ago the pur- 
chasing power figure was 85. 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, May 12. 


f YHIS month is apparently start- 

ing out well, with prospects for 

a fairly steady business volume 
from week to week. Spring planting 
is practically completed in all parts 
of the territory, and farmers are turn- 
ing their attention to other work, such 
as fencing and preparing for cultivat- 
ing corn and other crops. Reports in- 
dicate that, while total acreage is not 
cut to any great extent in the North- 
west tributary to the Twin Cities, the 
acreage of wheat is considerably re- 
duced. The number of cattle and hogs 
on farms in this territory is also less 
than a year ago, by a small percentage, 
and it woud appear that those who 
have held over stock for later markets 
will be in a favorable position as far 
as prices are concerned. With the 
present low prices on grain, livestock 
is bringing a very fair price. Butter 
fat is still at a low point, and mer- 
chants have a problem in convincing 
the farmer that the present price 
measures up with the prices of mer- 
chandise. 


BUILDING OPERATIONS 


Building operations are gaining slow- 
ly. This is evidenced in the number 
of’ residences being built in the larger 
cities and the demand for materials 
over the entire Northwest, both in the 
cities and on the farm, where new 
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Seasonal advances in the farm price 
of apples and potatoes from March 15 
to April 15, and slight price increases 
for corn, oats, barley, wheat, cotton 
seed, lambs and chickens were offset 
by declines in prices of cotton, rye, 
flax, hay, cattle, calves, wool and dairy 
and poultry products. 

The index of farm prices of fruits 
and vegetables advanced 11 points: in 
the course of the month, and the group 
indices for dairy products, poultry and 
poultry products and cotton and cot- 
ton seed declined 2 points. The farm 
price indices for grains and meat ani- 
mals were unchanged. 

The April 15 group index of farm 
prices of fruits and vegetables was 67 
points below that of a year ago; cot- 
ton and cotton seed 42 points down; 
meat animals 40 points; grains 36 
points, and dairy products and poultry 
and poultry products, each 27 points. 





building and alterations and repairs 
are progressing. The call for finish- 
ing hardware is showing some improve- 
ment, in line with the activities. A 
number of major building projects in 
these States are in the offing, and some 
of them are already under way. 


GARDEN TOOLS, ETC. 


Garden tools, hose, and lawn mowers 
are commanding attention, and retail 
sales are gaining in these lines. In- 
dications are that lawn mower sales 
will probably show up much better 
than last year, as the spring rains have 
given the grass a good start. Lawn 
hose is also active, and is selling fairly 
well in a retail way. The home garden 
movement is gaining in favor, and steel 
goods are showing considerable ac- 
tivity. In the larger cities, hardware 
stores are featuring flowers and shrubs 
to quite an extent, the sale of which 
naturally stimulates the sale of garden 
and lawn tools. This has proved to 
be a very beneficial combination of 
merchandise. 


LAWNS AND PAINTS 


The home owner is busy with the 
annual task of installing screen win- 
dows and doors. Hardware dealers 
find this a profitable line, not only 
selling the screen for replacement, but 
selling the adjustable frame screens 
and screen doors. Screen paints have 
been showing some good activity. House 


Car Loadings Decreased 
Slightly Week Ended 
April 25 

Loadings of revenue freight for the 
week ended April 25 totaled 759,272 
cars, according to reports made public 
by the car service division of the Amer- 
ican Railway Association for that 
period. 

This was a decrease of 730 cars be- 
low the preceding week this year, with 
decreases being reported in the total 
loading of all commodities except coal, 
ore and live stock, which showed in- 
creases. The total for the week of 
April 25 also was a reduction of 
147,607 cars under the corresponding 
week last year and a reduction of 
292,613 cars below the same week two 
years ago. 


Month Makes Good Start 
Prices Show Little Change 


paints have been selling fairly well, 
also, as this is the time of year when 
communities are pressing the clean-up 
and paint-up idea. 


TREND OF DEMAND 


Judging from the reports of whole- 
salers, dealers are beginning to buy in. 
improved volume, with the belief that 
general conditions are showing improve- 
ment, and demand for hardware is 
keeping pace. Stocks have been at 
a very low point and assortments badly 
depleted. With the gradual improve- 
ment in general conditions, retail buy- 
ing has improved to the extent that 
dealers are seeing the necessity of re- 
plenishing their’ stocks. 


PRICE CHANGES 


Prices have shown but little change 
during the past week. Strictly half 
and half colder, in 100-lb. boxes, is 
now quoted at 20c. lb., net. Armco 
24-ga. galvanized iron is $6.05 cwt. net. 


COLLECTIONS 


Collections, on the whole, are hold- 
ing up very well, and will doubtless 
show an increase during May over the 
April record. It is highly speculative 
as to whether this month will prove 
better than a year ago. 
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Demand Quite Active 
Collections Improve 


KANSAS CITY 








(Kansas City office of HARDWARE. AGE) 
Kansas City, May 12. 

ROBABLY the outstanding note 

in current business for this area 

is the exceptional volume being 
done in refrigerators. Dealers have 
been making a special effort to sell 
them this season, and they have been 
rewarded by such business as many 
would not have believed to exist. The 
trade is responding so well to the deal- 
ers’ increased efforts that wholesalers 
find themselves busy in keeping their 
dealers’ stock in shape. By far the 
most popular kinds are the electric 
models, although the ice-box variety 
still makes up a good share of the de- 
mand. The rural trade is proving to 
be about as enthusiastic over electric 
refrigeration as are the city people. 
Wholesalers believe that there is yet a 
great deal of volume to be realized in 
refrigerators before the season closes. 


SPORTING GOODS 


Sporting goods as a line are rather 
slow for this time of the year. Base- 
ball goods should be moving out, but 
the demand is slight. The general 
good flow of golfing equipment and the 
moderate call for tennis racquets and 
balls serves to keep the sporting goods 
business from actual sluggishness. 
Considerable interest is being shown in 
playground equipment’ such as swing, 
trapeze, and horizontal bar sets. One 
dealer who stocks them says that he 
has been surprised by the amount of 
business he has turned up in such 
equipment already. 


HOUSEFURNISHINGS 


The whole line of houseware still 
shows good strength, with a fairly even 
distribution of the demand throughout 
the numerous items. All kinds of 
brushes are enjoying favor, especially 
floor brushes. Thermometers are hav- 
ing a good run, while bottle cappers, 
caps, and like goods have recently 
stepped into the limelight. Pans, 
dishes, glassware, etc., all are repre- 
sented in the buying. Mops and pol- 
ishes are selling better than they were 
a month ago. Bird cages are active, 
the brightly colored stand type being 
the most popular seller. One jobber 
is having good success with a particu- 
lar type of hot water storage tank 
heater. 


LAWN GOODS 


While some retail stores characterize 
their garden hose business as excep- 
tionally good, the majority of purchases 
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are running toward the cheaper goods, 
the best quality hose not doing so well 
as in former seasons. Lawn sprinklers 
have had some movement from the 
wholesale houses, but dealers do not 
yet report any business to speak of. 
The best seller among the lawn mowers 
is a model which retails for around 
$10. Sales on this mower are good, 


» 


but the higher priced makes are not 
being received so well. 


COLLECTIONS 


Reports indicate a further loosening 
up of collections, though not a spec- 
tacular change for the better. Whole- 
salers say it is a fact that money is 
coming in a little bit better every week. 








(Memphis correspondent of HARDWARE AGE) 
Mempuis, May 12. 

N sections of the Memphis terri- 

tory, business is really good now. 

And in all of our territory there 
is a much better feeling on the part of 
dealers and consumers, therefore bus- 
iness is toned up considerably, and 
generally we believe May is going to 
show a very nice increase. Memphis 
hardware jobbers enjoyed a very good 
increase in April. The present increase 
is probably not permanent and is more 
a matter of psychology than otherwise, 
due to the fact that crops are beginning 
to break out of the ground and _nat- 
urally farmers and other people are 
feeling better. 


COTTON OUTLOOK 


Throughout the Cotton Belt, for the 
most part, cotton is up to a real fine 
stand and it looks like it is going to 
get off to a good start. In Arkansas, 
planting was a little early and quite a 
number of crops have had to be. re- 
planted, due to a frost which caught 
the young plants last week. But, for 
the most part, the crop, prospects are 
mighty fine over there. 


FUTURE ORDERS 


Sales of merchandise for later ship- 
ment during the past two weeks have 
been greatly accelerated. Bookings on 
axes, loaded shells and guns, ammuni- 
tion, hay ties, furniture, etc., are 
greatly improved. There are other 
goods that usually sell at this season 
for later delivery and for fall use that 
have not begun to move, due probably 
to the carry over, that is in the hands 
of retail dealers. This is true of stoves, 
ranges, heaters, stove pipe and other 
goods of that character. Cotton Pick 
Sacks are beginning to move in more 
or less volume, selling now for ship- 
ments after Aug. 1. There is quite a 
movement in felt base linoleum goods 
and bookings on the part of dealers 
are heavy. 


MEMPHI 


Better Tone Noted 
Prices Little Changed 
PRICES LITTLE CHANGED 


The adjustments in the last report 
seem to just about stand at this time. 
Price revisions have become effective 
during the past two weeks on radio 
tubes, registering quite a decline, and in 
Oneida silverware, which has declined 
rather sharply. There has been no 
changes, or practically none, in other 
silver or cutlery goods up to this date, 
and dealers are now about to the point 
to be satisfied with the condition on 
pocket knives, especially, and are be- 
ginning to buy for later delivery. A 
great many lines in hardware have 
changed during the recent months, and 
it is believed that adjustments in prices 
have practically all been made, unless 
there is further decline or change in 
the basic market. 


EMPLOYMENT IMPROVES 


The local Ford plant, which usually 
employs around a thousand men, has 
built its force up to nine hundred, and 
is now working four days a week. The 
prediction in that circle is that they 
will be running five days per week 
within 30 days. Several other plants 
have added to their force recently and 
the municipality is beginning some 
rather heavy construction projects, 
which are going to employ a lot of 
men and put into circulation consid- 
erable money. The building inspector 
reports an increase in permits during 
the month of April over March and 
May is already looking strongly ahead. 


FUTURE PROSPECTS 


We are anticipating rather slow bus- 
iness in hardware jobbing lines during 
the months of June and July, but it is 
the opinion that after July 1 whole- 
salers will be able to predict fairly 
well what the cotton crop is going to 
amount to and if they can get a line 
on prices it is felt that they will have 
some basis by that time on which to 
base our preparations for fall business. 
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STRAWBERRY SHIPMENTS 


From the Hammond, La., strawberry 
section, mighty fine reports have been 
received of shipments to northern and 
eastern markets this year, as compared 
with former years. Each year for sev- 
eral years past the Hammond market 
has shipped from 90 to 100 carloads 


LOS ANGELES 


HE optimism with which April 

started proved to be largely due 

to Easter, and the usual season 
effect of this holiday. During the bal- 
ance of the month many local firms 
experienced some additional impetus 
due to business from the Hoover Dam 
offices. Aside from these two special 
influences, local conditions showed very 
little change in their general trend. 


BASIC CONDITIONS 

Construction during April dropped 
off, showing a decline of about 50 per 
cent from April, 1930, and 20 per cent 
from March, 1931. Bank debits rose 
slightly. Employment dropped almost 
three points below the previous month 
on the index. Stock exchange transac- 
tions were slightly greater during the 
month than for any of the previous 
months of the year ago. Postal re- 
ceipts increased a little over March, 
but were somewhat lower than in 
April, 1930. : 


KEY INDUSTRIES 

Among the important industries 
practically all lines were about the 
same as during March. Motion pic- 
tures continue active; wearing apparel 
had a busy month in certain branches 
that are seasonal; millinery was slow 
due to seasonal influences. Furniture 
factories were working at about the 
same volume as during March; petro- 
leum is steady in the neighborhood of 
the curtailment figure for daily pro- 
duction. Rubber showed an increase 
which seems to be of the steady, 
gradual type, indicating a normal 
comeback and good prospects. Whole- 
sale and retail trade figures reflect the 
same general trend. 


AGRICULTURE 


Agricultural conditions promise con- 
siderable improvement due to the heavy 
rainfall during the month. Livestock 
prices were down slightly in practically 
all classes. Water commerce figures 
showed totals in both volume and value 
lower than for previous months. 


WHOLESALE TRADE 


From reports by Isaac B. Newton, 
Federal Reserve Agent, wholesale 
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of strawberries up to May 1. This 
year, up to April 15, they had shipped 
145 carloads. We have no report of 
shipments from April 15 to May 1, but 
we think the total has reached at least 
200, which is practically 100 per cent 
The Hammond berries this 
of fine quality and _ have 


increase. 
year are 





trade during the month of March was 
about 18 per cent lower than a year 
ago, but the rate of decline is less than 
has obtained since the turn of the 
year. Undoubtedly the earlier Easter 
season had much to do with this im- 
proved condition. The greatest de- 
clines were evident in agricultural im- 
plements, electrical supplies, hardware 
and shoes. Drugs showed the smallest 
change. It is interesting to note that 
there have been large decreases in the 
value of stocks on hand compared with 
a year ago, the average for all report- 
ing lines being over 17 per cent. 


RETAIL TRADE 


The latest available figures issued by 
the Federal Reserve Bank indicate that 
general retail trade in Los Angeles was 
improved during March, largely be- 
cause of the advanced Easter buying. 
The Reserve Board index figure for 


brought to the growers good prices. 
This is the best report we have ever 
heard from strawberry shipments out 
of the Louisiana field and undoubtedly 
strawberry growers in that section have 
been able to pay their merchants their 
accounts and buy more goods. Busi- 
ness should be good in this section. 


Trend Is Little Changed 
April Was Disappointing 


department store sales for instance, 
after making allowances for seasonal 
changes during March, exceeded any 
of the previous four months. Pre- 
liminary reports from the local market 
during the month of April indicate that 
business is somewhat improved over the 
low levels of January and February, 
but is not yet up to the volume of the 
same period of 1930. 


BUILDING PERMITS 


Construction during April dropped 
off sharply, being less than half the 
value of new work for the same month 
of last year. Compared with March, 
1931, there was a decline of 20 per 
cent during the past month. The num- 
ber of permits has shown some falling 
off, but not as great as the value of 
permits, indicating a trend toward 
smaller buildings and reflecting in part 
costs.-— 


the decrease in construction 


Los Angeles Chamber of Commerce. 
S 





IDAHO 


ENERAL business conditions in 
Idaho have probably been bet- 
ter up to the present than any 

State in the Union. Our merchants 
have made no serious complaint of 
business. Banks are all on a sound 
basis. General construction is quiet, 
except for highway improvements 
which are being greatly furthered 
through Federal funds and betterments 


to reclamation projects by Federal 
appropriation. 
AGRICULTURE 


Two weeks of rain have brightened 
the agricultural outlook for the entire 
State of Idaho. The non-irrigated sec- 
tions of the northern portion of the 
State are assured sufficient moisture to 
mature their crops and put livestock 
ranges in -A-l condition. In_ the 
southern part of the State there is 
ample storage water for irrigation, 
while ranges have been materially im- 
proved. No damage to fruits has been 


Conditions Are Healthy 
Crop Outlook Brightens 


experienced and this danger is rapidly 


passing. 
SURPLUS INDICATED 


Climatic conditions seem to warrant 
the statement that the production of 
all agricultural commodities for 1931 
will be greater than in 1930. In fact, 
there is a slightly greater danger of 
unfavorable . conditions arising from 
over-production rather than from lack 
of production. This is especially true 
of wheat. Indications are that there 
is an acreage equal to or in excess of 
1930. Estimates of the 1930 crop still 
in storage in the State run from 25 to 
40 per cent. Unless this supply is 
greatly diminished by the next harvest 
there will be a serious problem of stor- 
ing the 1931 crop. Reports on inten- 
tions to plant indicate a greater pro- 
duction of potatoes than in 1930. 
There is some fear that a demoralized 
condition of the potato market similar 
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to that of 1928 may again be experi- 
enced this year. 


LUMBER 


While there has been some seasonal 
increase in orders for lumber stimulat- 
ing a slight increase in logging and 


ARIZON 


MORE general feeling of op- 
A iis seems to prevail among 

business firms than at the first 
of the year, with the possible excep- 
tion of the mining districts, where little 
improvement is evident as yet. In 
Phoenix and Tucson and some of the 
smaller communities throughout the 
State, as well as in the Salt River 
Valley, it is felt that the bottom has 
been reached, and the uptrend defi- 
nitely started, although conservative 
opinion does not expect normal busi- 
ness until the fall. 


AGRICULTURE 


The contaloupe acreage will be re- 
duced about 3000 acres this season, 
total acreage for the State to be about 
13,000 acres. As usual most of this 
is in the Salt River Valley, with a 
smaller acreage in Yuma Valley. The 
cotton acreage will probably be some- 
what below that of last year. The let- 


ALBUQUERQUE 


ETAIL sales are quiet but a 
R slight upward tendency has 
been noted. Reports indicate 
healthy condition of all operating 
banks. New Mexico was one of seven 


States that had no bank failures in 
the year 1930. 


CONSTRUCTION 


Building permits issued in Albu- 
querque for the first quarter this year 
totaled $780,000. This is an increase 
of $289,594 over same period last year. 
Federal funds for building highways 
and other construction projects this 
year total $6,532,313. Federal funds 
for use on New Mexico highways total 
$4,886,992, including emergency and 
regular Federal aid funds; $2,880,595 
is now under construction. Federal 
buildings are scheduled for Albu- 
querque, Gallup, Santa Fe, Clovis and 
Silver City. 


LIVESTOCK 


At the present time there are 1,045,- 
000 head of cattle in New Mexico. The 
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production of lumber, it has not been 
sufficient to utilize more than 25 per 
cent of the capacity of our mills. 
Stocks in the retail yards of the Middle 
West and East are reported to be at 
low ebb and it is anticipated that these 
stocks will have to be replenished 





Optimism Prevails 
Upturn Has Started 


tuce season closed about the middle of 
April. Early shipments brought good 
prices, but the small yield due to the 
short season made the spring crop in 
the Salt River Valley rather disap- 
pointing. The Yuma crop matured at 
a time when marketing conditions were 
a little more favorable. The first crop 
of alfalfa has been cut. The second 
crop is well along and will be harvested 
shortly. 


CONSTRUCTION 


Considerable building is reported 
from Phoenix, Tucson and Prescott. 
Phoenix for March was fourth among 
the larger cities of the Pacific Coast 
in building permits. Road work 
through the State is progressing rap- 
idly. Bids are being called for the 
beginning of work on the Phoenix 
Blythe Highway, which will begin con- 
struction of the central route through 
Arizona to California. Several National 








total value of all cattle being $31, 
792,000. Total number of dairy cattle 
in the State is 68,000 head, compared 
with 67,000 head a year ago. Range 
conditions good generally to excellent. 
Cattle shipments in January 38,631 
head, compared with 28,130 head 
shipped last January. 





within the next few months. Never- 
theless, without a radical change in 
general economic conditions production 
of lumber and forest products will not 
exceed the output of 1930.—L. F. 
Parsons, Secretary, Idaho State Cham- 
ber of Commerce. 


forests in Arizona will also spend con- 
siderable money in road work this 
summer. 


EMPLOYMENT 


Season conditions open up work for 
a considerable number of farm hands, 
although the close of the lettuce season 
has released a considerable number. 


MINING 


There is little change in the mining 
situation. Some of the larger com- 
panies are continuing development and 
improvement work. Agitation for a 
tariff on copper is gaining momentum. 


RANGE CONDITIONS 


Range conditions have been favor- 
able for livestock. The water supply 
throughout all parts of the State is be- 
lieved to be ample, and there should 
be an abundance of feed unless sum- 
mer rains are delayed. Irrigation 
reservoirs are better filled than a year 
ago, and the farmers are entering the 
season with less fear of a shortage.— 
M. E. Bemis, Phoenix Chamber of 


Commerce. 


Building Gains 
Trade Tends Upward 


METAL MINING 


Metal mining very quiet with low 
production and little new development. 
Oil production “up slightly but prora- 
tion keeping pipe line run down to 
minimum.—Epcar KwnicHt, Secretary 
Albuquerque Chamber of Commerce. 





Commercial Failures in Week 
Ended May 2 Continue High 


In commenting upon commercial 
failures during the week ended May 2, 
R. G. Dun & Co. stress the point that 
a seasonal decline has occurred in the 
number of failures, which accounted 
for a drop during the week from 612 
to 532 defaults. The total remains 60 
above the 472 failures reported for the 
same week a year ago. Bradstreet’s, 
while showing no appreciable gain, 
nevertheless reported an increase of 
three in the week’s failure record, 
placing the total at 504. The Brad- 
street figure was likewise 60 over that 


for the comparable week of a year ago. 
The greatest improvement was re- 
ported for the western and southern 
sections of the country, while the Mid- 
dle Atlantic and far western areas re- 
ported increases, Bradstreet’s showed. 
Commenting on the proportion of 
failures in the smaller businesses, 
Bradstreet’s review said: “Of the num- 
ber failing this week, 68.4 per cent 
had a capital of $5,000 or less, against 
74.2 per cent last week and 68 per cent 
in the corresponding week of last year. 
Those with a capital of $5,000 to $20,- 
000 furnished 20.6 per cent of the total 
number, against 16.5 per cent last 
week and 22.5 per cent last year.” 


HARDWARE AGE 























MAKE YOURS A STORE 
—NOT A STOREHOUSE 


There are still a good many retail hardware 
establishments that might better be called store- 
houses than stores. 

The photograph of the Johnson-Thom Hard- 
ware Co., Worthington, Minn., shows a fine ex- 
ample of a store arranged for modern merchandis- 
ing—arranged to move goods, not to store them. 

The Remington Mass Cutlery Display Table 
shown in the foreground, with its contents of 
fast-moving, nationally advertised cutlery, is the 
finest fixture you can buy to speed up cutlery 
sales—to put your store on a modern merchan- 
dising basis. 





The Greatest Value Ever Offered 
The Remington Standard American 
Dollar Pocket Knife 











The table is approved by the National Retail 
Hardware Association. Made of steel. Finished 
in rich brown, with N. R. H. A. orange display 
backgrounds—patented. Permits six inserts, 
adjustable to your particular needs. Show all 
pocket knives if you wish, or any combination of 
pocket knives, shears, and household cutlery. Cuts 
stock keeping, inventory, and sales expense—in- 
creases turnover and profit. 


There is a way to own one on an extremely 
attractive basis. Write us or ask your jobber. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1931 R. A. Co. 
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NEW YORK 


New York, May 12, 


USINESS~ with metropolitan 
B wholesalers continues to hold 

up fairly well at the most satis- 
factory level which has prevailed dur- 
ing the past six weeks. April sales 
volume was considered fairly satisfac- 
tory by most local jobbers, and, in 
some instances, totals for the month 
compared favorably with those of a 
year ago. A wider variety of merchan- 
dise is now in demand, with certain 
spring lines enjoying an excellent call. 
While the general run of orders do not 
involve large quantities of goods, they 
are being received with greater fre- 
quency and embrace many different 
types of merchandise. It seems likely 
that weather conditions will largely 
determine whether May will be as good 
a month as the preceding one for hard- 
ware wholesalers. April is usually the 
banner month of the year, but due to 
unusual conditions, May may make just 
as good a showing this year. This 
opinion is based on the fact that be- 
lated buying on spring lines was the 
general rule and also because most 
dealers are following a rigid hand-to- 
mouth buying policy. 


WEATHER HAS AIDED 


Favorable weather recently has stimu- 
lated orders for many spring. lines. 
This is especially true of lawn and 
garden goods, painting supplies and 
related items. Screen wire is very ac- 
tive, with copper and aluminum types 
being favored. Extension window 
screens and screen doors have started 
to move in good volume. Lawn fence 
and poultry netting continues to move 
in active fashion. Lawn seed, flower 
bed guard and trellis wire, wheel- 
barrows, lawn and garden tools, fertil- 
izers, spraying equipment, garden hose 
and folding furniture are other active 
spring lines. 


OTHER MAJOR LINES 


Most staple lines are in somewhat 
better demand. Tools are in moderate 
demand after having moved in a slug- 
gish manner for several months. Lower 
prices on certain tools and increased 
building are said to have stimulated 
the demand. Residential construction 
has become quite active in suburban 
sections of Long Island and New Jer- 
sey, which has resulted in a better de- 
mand for builders’ hardware. Con- 
tractors and builders who do not build 
a large number of dwellings at a time 
usually depend upon nearby hardware 
stores to provide the rough and finish- 
ing hardware. On the other hand, it 
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is said that on most of the larger 
home realty developments, the hard- 
ware merchant seldom receives any 
business from such enterprises. House- 
furnishings continue in improved de- 
mand, influenced by spring house clean- 
ing activities. Some summer lines, 
such as electric fans and ice cream 
freezers, have started to move out to 
dealers. . 


MARCH WHOLESALE SALES 


Wholesale hardware sales in March, 
as reported in the May 1 review issued 
by the Federal Reserve Bank of New 
York, showed an increase of 44.6 per 
cent as compared with the preceding 
month. Stocks at the end of March, 
by the same comparison, were 1.7 per 
cent lower. Net sales in March, 1931, 
as compared with the same month of 
1930, were 13.1 per cent smaller, while 
stocks, by the same comparison, were 
8.7 per cent lower. The percentage of 
outstanding accounts on Feb. 28, col- 
lected in March, 1930, was 46.4 per 
cent, and in March, 1931, 42.2 per 
cent. 





Demand Is Well Maintained 
Prices Are Little Changed 


PRICE INFORMATION 


Manufacturers have made no price 
revisions of importance during the past 
week. The general tendency, however, 
is toward easier rather than firmer 
quotations. Some students of the mar- 
ket have expressed the opinion that 
commodity prices are now bumping 
along the bottom and that it seems 
likely that quotations on raw materials 
will advance in the near future, with 
consequent advances in the prices on 
finished products. Price concessions 
are being granted rather freely on some 
lines, with the price shading attributed 
to keen competition for business. 

The credit situation has shown mod- 
erate improvement since the recent 
seasonal upturn in business, although 
collections are slower than usual and 
few wholesalers find the situation en- 
tirely satisfactory. Despite the rather 
unfavorable condition of credits and 
the fact that defaults among retail 
hardware stores in the metropolitan 
area are rather numerous, quite a num- 
ber of new stores have opened their 
doors within the past sixty days. 





PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
- PirtspurcH, May 12. 


HILE total business done by 
_hardware jobbers in this dis- 
trict during April exceeded 


March by a comfortable margin, ag- 
gregate transactions fell considerably 
under April of last year. Warmer 
weather early in the month stimulated 
sales of a number of seasonable items, 
but in the last week or two the pos- 
sibilities of frost have deterred pur- 
chases of farm and garden tools and 
kindred products. While business is 
still generally characterized as fair, 
some lines are rather sluggish and 
much improvement is unlikely until 
really warm weather begins to stimu- 
late sales of summer items. 


SPRING MERCHANDISE 


Movement of roller skates, which 
started off fairly well, has tapered in 
the last week or two, and retailers 
seem to have adequate stocks to take 
care of comparatively light demand. 
Repeat orders for fertilizer are coming 
to jobbers, and screen wire cloth and 
screen doors and windows are begin- 
ning to get active. Baseball supplies 
have been somewhat disappointing. 


April Behind 
Year Ago 


CREDIT SITUATION 


General business conditions in the 
hardware trade have been adversely 
affected by bank failures in a number 
of smaller towns of western Pennsyl- 
vania, which have tied up payments 
badly and injured the credit situation. 
As a result, collections which were bad 
enough before, have become almost im- 
possible in some sections, and jobbers 
are often forced to carry the financial 
burden. 


PRICE REVISIONS 


Hardware prices are not changed in 
any important items, with the possible 
exception of nails which are now more 
freely quoted at $2.10 per keg. Small 
lots are occasionally bringing $2.15. 
Reports of shading of bolt and nut 
prices by a few jobbers have disturbed 
the trade somewhat, although manu- 
facturers’ prices still appear to be firm. 
Screen wire cloth is quoted this year 
at $1.60 per 100 sq. ft. for the No. 12 
gage black material, $1.75 for the No. 
12 galvanized, $4.75 for No. 16 gage 
aluminum, and $5 for the No. 14 
bronze. Quotations on turpentine have 
again been advanced and now stand 
at 70c. per gal, in barrel lots. Lin- 
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SELF 
VENTILATING 
COVER 


ROUNDED 
CORNERS 
"EASY TO CLEAN 
AS CHINA” 








ARMCO 
IRON 
PORCELAIN 
ENAMELED 
















SIZE 143 X95 X43" 





THE FASTEST SELLING SPECIAL EVER OFFERED 
IN ENAMEL KITCHENWARE 


Women want it! Especially at the low retail price of $1.00 (slightly higher in far west) which is 

half or less than half the price of those of similar size and fine quality. Federal’s most modern ORDER FROM YOUR 
manufacturing equipment and large mass production make this unheard of low price possible. JOBBER TODAY! 
This new special is the latest addition to the already celebrated ‘’Old Holland’ line—the best : 
quality, popular priced, fastest selling enamelware on the market. 


The margin of profit is your usual mark-up. You do not have to make a loss seller out of it to do 
big volume business. A free counter or window display stand in yellow, purple, magenta and 
black is furnished with each Introductory package. Available in three popular colors—new light : 
pastel green, old ivory and snow white. Your jobber has a very special ‘’get-started’’ offer for plete selling plan. 
you or you can order open stock. ACTNOW! ORDER TODAY. 


FEDERAL ENAMELING & STAMPING CO., PITTSBURGH, PA. 


“The World's Largest Manufacturer of Enamel Kitchenware” 


Consult him today or write 


us direct for prices and com- 
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seed oil is unchanged at slightly over 
10c. per lb. in barrel lots, while white 
lead is holding at 13.25c. per Ib. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the Pitts- 
burgh district have not changed much 
in the last week, although the down- 
ward trend in activity in many impor- 
tant industries has not been entirely 
checked. Steel ingot production has 
fallen to about 45 per cent of capacity, 


BOSTON 


( Boston office of HARDWARE AGE) 
Boston, May 12. 


ECENT weather conditions gen- 

erally have been favorable to 

retail hardware store sales. As 
is to be expected, the public is 
buying tools needed about the house, 
garden and lawn, as well as paints, 
paint brushes, fencing, flower boxes, 
and, in fact, everything in the season- 
able line. Rubber hose has been mov- 
ing in larger volume, and one local 
retailer in the downtown district says 
his sales of hose accessories the past 
week were the largest for any similar 
period since the height of the 1930 
dry season. 

People are beginning to buy wire 
cloth and screens and screen door acces- 
sories, an indication that much repair 
work will be done along ‘hese lines 
during May. As a result, brads have 
come into greater use, and retail sales 
of wood screws have been particularly 
good. Hedge shears have been sold 
in a retail way the past week, although 
business is not brisk. Quite a little 
garage hardware is selling from day 
to day, and a demand for chemical 
toilets has sprung up, indicating that 
people are getting summer camps ready 
for opening. 

Retail dealers catering to the farmer 
trade say business has materially im- 
proved since May 1, although in some 
sections of northern New England it 
is still too cool to permit much outdoor 
work except by spasms. Conditioning 
of pleasure crafts is well under way, 
which means that marine hardware has 
its place in current trade activities. 


WHOLESALERS BUSY 


To go into detail regarding mer- 
chandise being sold by wholesale hard- 
ware concerns would require too much 
space. Billings cover every imagin- 
able kind of stock, even down to sea- 
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as compared to 55 per cent six weeks 
ago. Finishing mill activity is natu- 
rally lower and even tin plate pro- 
duction, which had held up better than 
other finished steel lines, has begun 
its natural seasonal decline. Orders 
for pipe lines are expected to improve 
the situation in the next month, and 
Pittsburgh mills have already shared 
in some of this business. Demand for 
structural steel and reinforcing bars is 
expanding gradually, and steel for 
barge building is in some demand. 


» 





Jobbers Are 


shore accessories such as rubber balls, 
tin pails, shovels, etc. Golf, tennis 
and most other kinds of sporting goods 
are in request, say wholesalers, and 
sales of fishing tackle so far this sea- 
son have been gratifying. 

The character of orders taken by 
wholesale houses has not changed, how- 
ever. Retailers, in a majority of cases, 
are ordering in small quantities, but 
often. That means that wholesale 
houses are handling a large number of 
orders each day, a task in itself in 
view of the small amount of merchan- 
dise involved in each case, and a double 
task because the average retailer wants 
merchandise almost as soon as_ the 
wholesaler receives the order. 


TRADE SENTIMENT 


It is interesting to note that senti- 
ment in hardware circles is not as 
pessimistic as it was six months or so 
ago. The trade is by no means opti- 
mistic, but apparently it has dismissed 
the idea that the country is going to 
the dogs. The whole’ atmosphere in 
places where hardware is sold appears 
somewhat clearer and decidedly less 
depressing. The trade seems to realize 
that they are infinitely better off than 
their brothers in other sections of the 
country. 

We evidently have arrived at a point 
in the business depression where the 
trade is interested in the probable dura- 
tion of current conditions more than 
anything else, and that is almost the 
first question asked. In view of the 
general opinion as to the duration, the 
prevailing sentiment among the trade 
is all the more remarkable. 


CREDIT SITUATION 


Much thought has been and will be 
given credits. Some elasticity is noted 
in wholesale concerns regarding ship- 
ments of goods to retailers behind on 





BUILDING ACTIVITY 


The building industry continues to 
be very unsatisfactory. Total contracts 
awarded in western Pennsylvania dur- 
ing the first three months of the year 
amounted to only $14,499,000, as com- 
pared to $40,609,000 in the same period 
last year. Of this total, $2,643,000 was 
in residence contracts this year, as com- 
pared to $6,984,000 in the first three 
months of 1930. Contemplated projects 
announced fell from $62,309,000 in the 
first quarter of 1930 to $44,651,100. 


Weather Aids Retail Sales 
Also Busy 


payments, simply because we are en- 
tering what should be the acme of 
retail sales period. But every concern 
that is behind on payments is being 
watched closely, and has been for some 
time. As a result, there seems to be 
less strain in the credit situation, and 
a general feeling that it will continue 
to improve during the next few months. 





1930 Retail Credit Survey 
Reflected Little Change 
from 1929 


(From Our Washington Bureau) 


Current obligations in the form of 
open credit and installment accounts 
were paid in an orderly manner, with 
small changes reflected in the figures 
from 1929, according to Director Wil- 
liam L. Cooper of the Bureau of For- 
eign and Domestic Commerce in analyz- 
ing the final report of the Retail Credit 
Survey for the last half of 1930. The 
semi-annual credited surveys are con- 
ducted by the Department of Com- 
merce at the request and with the 
cooperation of the National Credit 
Association and credit bureaus in 25 
representative cities. The report con- 
tains information on the kinds and 
extent of credit business, returns and 
allowances, collections, bad debts, 
losses, etc., grouped by sizes and stores 
set forth by months and cities. The 
report covers 513 retail establishments, 
including 102 department stores, 94 
furniture stores, 65 jewelry stores, 77 
men’s clothing stores, 55 shoe stores, 
86 women’s specialty stores, and 33 
electrical appliance stores. Copies of 
Retail Credit Survey, issued as Domes- 
tic Commerce Series No. 46, may be 
obtained for 10c. from the Superin- 
tendént of Documents, Washington, or 
any of the branch offices of the Bureau. 
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AY'MVEE 
_ | WATE 
A SYSTEM 


eros in the making will make money for 
Myers Pump and Water System Dealers. If 
you have not as yet been fully informed about the 
nation wide Myers Pump and Water System Cam- 
paign and what it holds in store for Myers and 
other dealers who take advantage of the splendid 
opportunities it presents for increased pump and 
water system business during the months to come, 
write or wire us immediately for detailed informa- 
tion. 




































MAY 15th to JUNE 15th 
Are The Important 
Dates to Remember. 


The drive will be on during this period. The 
time is strikingly opportune for aggressive dealers 
to participate in the biggest water system advertis- 
ing and sales campaign ever released to stimulate 
and increase business in old markets and to de- 
velop and create business in new markets. 


Where water runs—dollars flow. True for both 
the dealer and his customers. Action now means 
more of these dollars will flow into your pockets. 
Again we say—if one of our representatives has 
not already visited you and personally presented 
the Myers Campaign, or if you have not received 
an announcement by mail, write or- wire us. 


The F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 


WHERE WATER RUNS 
DOLLARS FLOW 
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CHICAG 


(Chicago office of HARDWARE AGE) 


Cuicaco, May 12. 


ARRING the backset caused by 

a number of days of exception- 

ally cool weather, the hardware 
business of the Middle West is whirling 
along with a good deal of a hum. 
“Shorts” are developing. Some fac- 
tories are behind on orders. All in all, 
the situation is far better than it was 
a few weeks ago. Trade was pretty 
sluggish in most lines up to April 13. 
Then it began to accelerate. A week 
later business was rolling in at a pace 
that tested the shipping facilities of 
most of the wholesale houses. Lower 
temperatures depressed the movement 
somewhat, but jobbers believe there is 
a good chance for another spring peak. 


PAINTING SUPPLIES 


Some of the early spring items are 
showing almost feverish demand. Paints 
and varnishes are in excellent demand, 
especially Duco finishes, for which 
orders are overwelming. Jobbers han- 
dling the line and the manufacturers 
have been swamped with business; fac- 
tory facilities are operating 24 hours 
a day to fill the avalanche of orders. 
Certainly, there is nothing depressive 
about this phase of the widely adver- 
tised “depression.” Mr. and Mrs. Con- 
sumer, it seems, have other ideas. 
Paint brushes, too, are receiving the 
benefit of this call for surface-savers. 


OTHER ACTIVE LINES 


Flies are on the wing and so are 
fly-swatters. The activity in this line is 
registering several weeks earlier than 
usual. Wire-cloth swatters still lead 
the demand, although the fibre and 
rubber swatters are also popular with 
the trade. A few days past the mid- 
dle of April brought an extraordinary 
call for garden and lawn goods. Sub- 
sequent cool weather depressed the 
movement temporarily. | Wholesalers 
believe higher temperatures are sure 
to stimulate another swift movement 
of forks, hoes, rakes, hose, nozzles, 
sprinklers, etc. 


POULTRY SUPPLIES 


This same cool spell, however, has 
hurried the demand for brooders. 
Poultry raisers appear to realize that 
the low prices for both poultry and 
eggs have so reduced the flocks that 
something approaching a shortage is 
in prospect for fall. With cheap feed, 
the hatcheries are likely to run at full 
force for the remainder of the season. 
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Situation Has Improved 
Spring Goods Are Active 


AUTO TIRES AND TUBES 


With the roads full of cars again, 
the demand for automobile tires and 
tubes has shown marked improvement. 
As the weather becomes warmer, this 
activity, of course, will continue in 
even greater measure. Prices of tires 
and tubes have never been lower than 
today. Automobile seat covers bid fair 
to show another good season; for two 
years in succession their movement 
has increased materially. Motorists 
are finding such covers more eco- 
nomical and more comfortable. More 





and more hardware dealers are push. 
ing seat covers. 


SPORTING GOODS 


The call for sporting goods has suf- 
fered relatively little. All sorts of sea- 
sonable items are in current demand. 
Dealers are filling their stocks to take 
care of the trade, and some of the 
sporting goods factories are falling 
behind in deliveries. Items especially 
called for now are: Baseball bats, base- 
balls, golf clubs, tennis goods and 
croquet. There is also much activity in 
fishing tackle, occasioned by the pres- 
ent nearness to the opening of the sea- 
son. Much interest was displayed in 
the recent National Sportsmen’s Show 
in Chicago, many dealers and jobbers 
attended. 





(Cleveland office of HARDWARE AGE) 
CLEVELAND, May 12. 


ARDWARE business with job- 
H bers has shown quite a little 
up trend during the past two 

weeks, although the volume is. still 
somewhat below the same period last 
year. Retail trade also has picked up 
considerably and, in fact, to an extent 
that local retail dealers are now doing 
quite a satisfactory volume of_business. 


ACTIVE MERCHANDISE 


Activity is mostly in spring mer- 
chandise, and the lines that are mov- 
ing best are garden tools and other 
merchandise for which a demand is 
stimulated by garden work. Home 
owners appear to be taking more in- 
terest than ever before in beautifying 
their yards and in raising flowers, and 
this has a stimulating effect on various 
lines of merchandise. Ornamental fenc- 
ing is quite active and there is con- 


siderable demand for borders for 
flower beds. Fertilizers and lawn seed 
continue to move well. Quite a de- 
mand has recently developed for 


wheelbarrows. Shovels, which for some 
time have been a slow item, are now 
moving fairly well. 


OTHER LIVELY ITEMS 


Gas cooking ranges are moving 
fairly well. Sales of floor coverings, 
a new line with some jobbers, are 
quite satisfactory. Although it is be- 
tween seasons for rope, jobbers are 
taking some rope business. They re- 
port that an unusually large amount 
of poor quality brandless rope is on 
the market this season and is being 
offered at prices corresponding to the 
quality. Binder twine is moving fairly 


CLEVELAND 2. Ger! 


well. This is cheaper than a year 
ago, and the low price is evidently 
stimulating early sales. Garden hose 
is moving well. Demand for roofing 
has picked up and is now fair. The 
spring ~buying of nails has subsided 
and these are less active than a few 
weeks ago. Paint and oil are moving 
moderately well. Automobile tires are 
in fair demand. 


SUMMER GOODS 


Some of the early summer lines of 
merchandise, such as wire cloth, screen 
doors and windows, are still quiet. 
There is not much activity in electrical 
household appliances. Sales of radio 
receiving sets and accessories have de- 
clined, as was to be expected at this 
time of year. 


PRICE TENDENCY 


Dealers’ stocks generally are low 
and it is still the disposition of the 
retail trade to buy from hand to mouth. 
While there are few price changes, 
special offerings of various lines at 
concessions are fairly plentiful. A re- 
duction of about 5 per cent has been 
made on rigid conduit used for elec- 
trical construction work. 


EMPLOYMENT 
An increase of outdoor work has 
tended to improve the employment 
situation in this territory. However, no 
change is reported in employment in 
manufacturing plants in metal-working 
industries. 


CREDIT SITUATION 


Collections are still rather unsatis- 
factory, but no worse than they have 
been. 
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TODAY 
sold by 20.000 retailers 


About nine years ago a retailer bought the first order of 
Dasco Tools and Cutlery. There was no reputation, no 
background, no bargain sale price—just good merchan- 
dise that had to stand on its own merits. @ Following 
that first customer, are 20,000 more who have gone 
‘Dasco”. All independent retailers. No chains. No 
mail order houses. That’s our policy. @ You can bank 





on Dasco quality—it’s unconditidnally guaranteed. 
Write today for lates 


“Dasco” catalog. Illus- 


pacientes TOOLS AND CUTLERY 


line. 


Damascus Steel Products Corporation, Rockford, Illinois 
Makers of High Grade Tools and Cutlery 


Branch Offices and Warehouses:—94 S. Broadway, Denver, Colorado; 478 Tremont Street, Boston, Massachusetts; 328 Holladay 
Avenue, Portland, Oregon; 149 Church Street, New York City; Key Hardware Co., 406 Wall Street, Los Angeles, California. 
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Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don't wait for the 
jobber’s salesman. 
You may forget. 











Now 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every impor- 
tant price change in the 
trade is recorded in these 
columns weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most au- 
thentic published. 


Use them as a buying 
guide. 
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Why We Sell Toys and How 


(Continued from page 47) 


Toys may be divided into several 
classes according to ages: first, for 
babies not walking, bright balls, 
washable wooly and rubber animals, 
rattles, or any toys colorproof, easy 
to hold and no sharp edges; second, 
for toddlers, anxious to show how 
they can walk, push and pull toys, 
blocks, dolls, chairs, musical pull 
toys, and small wheeled goods; third, 
pre-school age, easily wound action 
toys, blocks, picture books, dishes, 
dolls, table and chairs, simple games 
and wheeled goods; fourth, school 
age, able to read, books, blackboards, 
simple construction toys, house- 
keeping toys, games, sleds, wheeled 
goods, dolls, carts, rocking .¢hairs, 
painting boxes, and table and chairs; 
fifth, older school children, ‘some- 
thing worth keeping, such as a last 
good doll. juvenile furniture, tool 
chests, erector and construction sets 
with motors, chemistry sets, books, 
games, painting and sketching sets, 
sewing sets and boxes, and wheeled 
goods. 


Classify Toys 


Then you may classify them as to 
their uses: First, physical exercise 
toys, swings, ropes, bars, riding toys, 
punching bags, boxing gloves, sleds, 
skates, skiis, etc.; second, mental or 
educational toys, such as carpenters’ 
tools, chemistry, erector, clock- 
making, bridge building, sets and 
puzzles; third, playing or habit- 
forming toys. Under these we list 
dolls, their houses, clothes, dishes, 
laundry sets, sewing sets, games, 
books, painting sets. Through the 
proper use of these children may be 
taught the correct way to do things 
and be amused at the same time. 

The principal reason we practice 
early buying is to permit early sell- 
ing. During October and November 
of last year we laid away with cash 
deposits four $50 orders along with 
many $10 and $15 orders. It re- 
quired years to get our customers 
trained to this, but it is such a 
mutual benefit that we have made it 
one of our strong selling points. 
Our store is not located in a wealthy 
community and we find that by doing 
this we can do more business. After 


the advance selections have been 
made the orders are carefully packed 
away and our customers call on the 
following paydays and make pay- 
ments. Before Christmas arrives the 
toys are paid for. We get the cash 
for toys before they leave the store 
and will not cut prices on them as 
Christmas approaches or after it is 
past. You cannot do that and en-~ 
courage people to buy early. Our 
customers realize that our first price 
is fair and not to be cut or ques- 
tioned: The toys that we have left 
can always be safely carried over 
and the left over stock usually varies. 
from $20 to $75 in value. 


December Big Month 


During the year we sell about 
$5,000 worth of toys, selling four- 
fifths of them in December. The 
small left over stock, freshened now 
and then-by occasional purchases 
serves for a small year around toy 
department. We sell toys all year 
for birthdays and other gift occa- 
sions. We have found that a toy 
window every so often pays well. 

Gradually your toy business will 
lead to other things, such as Christ- 
mas tree trimmings and holders and 
gift goods. When customers are 
shopping for toys in your store they 
should see in a prominent place a 
display of gift goods. This can em- 
brace such items as chinaware, clocks, 
silverware, ‘aluminumware,  casse- 
roles, electrical appliances and sim- 
ilar merchandise. Toys and gift 
goods are our legitimate field and 
we should not be backward about 
claiming it. 

Your advertising may be cared for 
in many ways. If you find that your 
jobber publishes a toy catalog suit- 
able for your business and trade, it 
is an excellent medium for advertis- 
ing. Newspapers are always reliable. 
Direct mail is very effective. A toy 
opening held after Hallow’een with 
all of your goods out on display is 
some extra work but is different and 
productive. We stayed open two. 
nights and invited people to come 
and look with no urge to buy. In 
addition to running a small news- 
paper ad announcing the event, we- 
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sent special invitations to our reg- 
‘ular customers. 

The hardware dealer who does not 
handle toys is really missing some- 
thing. There is a universal appeal 


to toys that makes them easy to sell. 
Then too they are almost as good as 
a “fountain of youth,” as they pro- 
vide so much happiness that it is a 
joy as well as profitable to sell them. 





How Pitard Sells Golf Goods 


(Continued from page 45) 


three dozen lots. The driving 
ranges usually buy brassies, 
spoons and drivers with alumi- 
num heads one set to a stall with 
perhaps two or three extra sets 
for emergencies. One _ local 
range with 33 driving stalls 
bought forty sets of clubs and 
6000 balls last season. The av- 
erage set for the ranges retails 
at $21. Sales of 20 sets of the 
three clubs to driving ranges, is 
common as are sales of 1000 
balls. 

The miniature course and 
driving range business has been 
built up by consistent personal 
calls and frequent mailing 
pieces. Mr. Bandi knows per- 
sonally practically all.of the op- 
erators of these games and often 
gets a phone call at home calling 
for one or two dozen balls. If 
you get enough of this type of 
trade it is very profitable as each 
order has sufficient volume to 
warrant extra selling effort and 
prompt service on all emergency 
calls. 


Almost as important as his 
selling plan is the stock control 


exercised by Mr. Bandi in keep- 
ing golf equipment on a turn- 
over basis. He offers no formula 
that can be carried out to the 
letter, but has a plan which with 
some experimentation can be 
used anywhere. He has found 
from sales records that only 2 
to 3 per cent of his trade is left 
handed so he carriers but two 
types of outfits for the south- 
paws. His main line offers eight 
models in the wood clubs and 
eight in the irons. Were he to 
stock the three regular lengths 
and weights (one clover, two 
clover and three clover) in all 
eight models of both types, he 
would tie up considerable 
money and likely have a dead 
stock problem. Instead he stag- 
gers his stock carrying one or 
two models in each size and has 
all clubs on racks so that the 
prospect may make a selection 
at his own discretion. He avoids 
“sale killing technicalities” 
about the merits of different 
lengths and weights and puts the 
matter up entirely to the per- 
sonal choice of his customer. 





Bank Clearings Show Loss 
In Comparison with Year Ago 


Bank clearings in the United States 
for week ended Thursday, April 30, as 
reported to Bradstreet’s, aggregated 
$8.817,160,000, as against $8,469,- 
594,000 last week and $11,684,185,000 
in this week last year. This week’s 
total shows an increase of 4.1 per cent 
over last week, but continues below a 
year ago, the decrease being 24.5 per 
cent. 
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The week’s bank clearings’ total 
gains 4.1 per cent over the preceding 
week, but the percentage of decrease 
from the like week last year, 24.5 per 
cent, is at double the rate shown in 
the week preceding. The reason for 
this is to be found in the fact that 
stock market liquidation in the last 
week of April last year swelled clear- 
ings by over $2,000,000,000. Hence 
the heavy decline this year from last 
year’s inflated total. The clearings 
this week, in fact, are the sixth largest 
of the year. 








There’s a paying 
“Quality Group” 


in your territory 


Go after them! 


Word travels quickly among 
workmen. A good tool on a job 
means good will for your store—it 
brings other mechanics to you and 
it brings repeat business. 


This is what American Swiss 
Tools will do for you. 


Skilled mechanics have been 
familiar with the name American 
Swiss and the quality craftsmanship 
it represents for over 30 years (on 
precision files since 1899). 

Investigate this! Try out a 
sample order of American Swiss 
Tools. Note your increased quality 
business. You will then want to 
handle the complete American Swiss 
Tool line. 


Write for catalog and _ prices. 
Buy from your own distributor. 


American Swiss File & Tool Co. 
400 Trumbull St. Elizabeth, N. J. 


, MERIC 
bere, 
MECHANICS’ HAND 


| TOOLS 


era 


ALSO MANUFACTURERS OF 
AMERICAN SWISS 
PRECISION FILES AND KNURLS 
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RIXSON 
FRICTION 
STAY 


RIXSON OLIVE 
KNUCKLE 
HINGE 


Two of 


Hardware’s 
“A400 99 


F the old family names in the hardware 

field “Rixson” stands out among the 
elite. It is on the popular success and relia- 
bility of Rixson Products that this position 
is based. For example, two unrelated but 
equally standard specialties—the Rixson Fric- 
tion Stay and the Rixson Olive Knuckle 
The stay, in countless installations, 
holds transoms and hinged win- 
dows by the restraint of multiple 
friction discs. The aristocratic old 
“olive knuckle” is brought up to 
modern standards by Rixson design 
for efficient economical manufac- 
These are but two members 





Hinge. 





Write us for 
supplemen- 


tary data ture. 
y ancen of the Rixson family which should 
Items 


appear in your. stock. 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, IIl. 
New York Office: 101 Park Ave., N.Y. C. 
Philadelphia Atlanta New Orleans Los Angeles 


You Can Stake Your Reputation On 


Winnipeg 












YONI 
A Rail 


* Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Ooe&<_]II 





N 
ON 








Builders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 



































Apex Wringerless 
Washer No. S-3 


Apex Rotarex 
Corp., 1067 E. 152d 
St., Cleveland, Ohio, 
makes the Apex S-3 
wringerless washer, 
equipped with double 
dasher, new _ auto- 
matic sterlizing rinse, 
which drives scald- 
ing hot, warm or 
cold water through 
the clothes while the 
extractor is ,revolving. . Thermo-tub inside has 
enamel on Armco rustproof steel, while outside is protected 
by a white enameled steel outer jacket built in sections to 
make repairs or replacements easier to effect. The No. 30 
is a wringer type model with double dasher, Thermo-tub 
and over-sized balloon-roll Lovell wringer. Finish is the same 
as the S-3. Suggested retail selling prices are: S-3, $165.00, 
and No. 30, $99.50. A portable washer is also offered by 


Apex Rotarex. 





porcelain 





RCA Victor 
End-Table Record 
Reproducer 


This RCA _ Victor 
end-table record re- 
producer transforms 
any modern radio re- 
ceiver into an electric 
phonograph-radio com- 
bination, and_ serves 
as a useful end-table 
when not in use. End- 
table contains all the 
equipment necessary 
for playing records 
through the amplifica- 
tion system of any 
modern radio at a distance from the receiver. It is furnished 
with a 20-ft. length of connecting cable. It consists of an 
ingenious pick-up device with a convient radio-record trans- 
fer switch and a small control knob for regulating volume. 
Equipment is housed in a walnut finished end-table with a 
movable lid. List price is $59.50. RCA Victor Co., Inc., 
Camden, N. J., is the maker. = 

4 








G-E Electric Refrigerator 
Model Salt, Pepper 
Shakers 


These miniature 
electrical _refrigera- 
tors are reproduc- 


tions of the General 
Electric refrigerators. 
The front of the 
shakers is molded 
like a_ refrigerator 
door. It carries the 
G-E monogram. At 
the top is a cap 
molded of metal, to 
represent the G-E mechanism. Although the caps are re- 
movable, there are corks at the bottom for filling purposes. 
Dealers are offered these sets at 25c. per pair, for resale at 
cost. They may be obtained from the General Electric Co., 
refrigeration department, Cleveland, Ohio. 
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Disston 
Keystone 
Hand Saw 
Display 


This display is avail- 
able free of charge to 
dealers carrying the 
Disston Keystone 
hand saws, made by 
Henry S. Disston & 
Sons, Inc., Philadel- 
phia, Pa. Three color- 
ful easels are provided = | 
for supporting the 
saws in a horizontal position. 
cards for placing on the saws. 


$1, $1.50 and $2. 





There are three striking price 
Cards emphasize prices; 


Thor “Golden- 
Bowl” Agitator 
Washer 


The Thor “Golden- 
Bowl” agitator wash- 
er has new and 
revolutionary type 
pneumatic water ex- 
tractor, according to 
the Hurley Machine 
Co., Chicago, Ill. Its 
name is derived from 
the lustrous golden 
bronze finish of the 
extractor bowl. Air- 
pressure for the pur- 
pose of extracting 
water is produced by 
a compact pump, 
driven directly from 
the washer mechan- 
ism. It is provided 
with an automatic 
shut-off which oper- 
ates when the water 
has been sufficiently 
extracted from the 
clothes. The Hurley company states that an entire tubful of 
clothes may be dried in 2 minutes, with no possibility of 
broken buttons or excessively wrinkled clothes. Other fea- 
tures are: the Thor Super-Agitator, 14-hp. G-E motor, Armco 
iron tub, vitreous enameled inside and out in rippled apple 





green, cut-tooth gears, assuring quiet operation, and extra | 


heavy pressed steel legs and frames. Tub, which is extra 
large, has an 8-lb. clothes capacity. Suggested retail selling 
price is $175.00. 





Stores are here to serve, and when a store ceases to 
serve, it ceases to exist. The highest and best type of mer- 
chandising is that which gives the greatest satisfaction and 
service for the money. There is no profit in mere price 
competition. The selection of merchandise, however, is a 
problem for an expert.—Chas. G. Taylor, Newport, Vt., at 
Boston. . 
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Ree 
Order Simonds Original 


Crescent Ground Saws 


From Your Jobber 





If your stock of cross- 
cut saws is low now 


is the time to secure 


your requirements 
from your jobber 
quickly. Don’t lose 


sales when your cus- 
tomer demands these 
saws. Be ready to 
meet their require- 
ments and take no 
chances against com- 


petition. 


Send in your orders 
today to your Jobber 


for Simonds Cross- 


Cuts. 


SIMONDS SAW 
AND STEEL 


COMPANY 
“The Saw Makers” 
ESTABLISHED 1832 


FITCHBURG, MASS. 


Chicago, Ill. Portland, Ore. 
Boston, Mass. San Francisco, Calif 
Detroit, Mich. Los Angeles, Calif. 


New York City Seattle, Wash. 
New Orleans, La. Montreal, Que. 


Lockport, N. Y. Toronto, Ont. 
Memphis, Tenn. Vancouver, B. C. 
Atlanta, Ga. St. John, N. B. 


London, England 


SIMONDS 
CRESCENT GROUND 
CROSS-CUT SAWS 























You can profit by widespread 
advertising if you will 


Stock 
thisNEW 


self-starting 


AHACK 
44 SAW 
4BLADE 


LARGE TEETH FOR CUTTING A SMALL TEETH FOR STARTINGA 





Starts the cut at any angle 


The MILFORD Duplex Blade starts the cut at any 
angle with the fine teeth, which are so designed that 
they will not catch in the sharpest corners. Thus a full 
stroke can be started at once. It is no longer necessary 
- a back and forth waiting for the teeth to take 

old. 


Especially designed for general maintenance and bench 
work, It has a different design of tooth and entirely 
different set, with special heat treatment. 


One pitch of tooth—18/36—cuts all kinds of material 
such as angle iron, heavy tubing, sheet metal, drill rod, 
etc., which heretofore required a 24 tooth saw. 


They cost no more than the ordinary blade. 


Write for prices and details 
and give jobber’s name. 


MIL FLEX DUPLEX (Hard Teeth—Flexible Back) 
MILFORD DUPLEX (All Hard) Hand Frame Sizes 
MILFORD HIGH SPEED 


STEEL DUPLEX—Hand Frame Sizes 







Made in 14/28 pitch and 18/36 pitch. The fine teeth 
start the cut like the feed screw of an auger bit. 


Sell 


MILFLEX 
DUPLEX 


PATENTED U.S.A. 


THE HENRY G. THOMPSON & SON CO. 
Established 1876 
New Haven, Conn., U. S. A. 











Competition Has Made a Jobber 
More Vital Trade Factor 


S competition became keener and keener with 
A a constant increase in the number of manu- 
facturers, jobbers and retailers, the profits 
of each began to fall off. Then came the catalog 
or mail-order house and finally the chain store, 
until the whole system of merchandising has evolved 
from a simple problem into a very complex one 
indeed. 

Now as these changes have taken place has the 
jobber lost his position of importance? Is he no 
longer a vital factor? No, I think not, and I am 
going to try to show you why, in my opinion, he is 
even more of a vital factor than ever. 

In the first place, the manufacturers themselves 
are coming more and more to realize that the jobber 
is their natural outlet. They are beginning to find 
out that it is too expensive to keep enough men on 
the road to call on the retail trade. Also, that it is 
not profitable for them to make shipments in small 
quantities such as-are best adapted to the retailers’ 
stocks, not to mention the extra bookkeeping neces- 
sary to handle so many small accounts. 

Consequently they are turning to the jobber as 
the sole distributor of their output and are co- 
operating with him to a much greater degree to 
{furnish the kind of merchandise in the proper pack- 
age units which the jobbers’ experience has found 
most satisfactory to his trade. 


The retailer also is finding that the practice of 
buying a large part of his stock “direct” results in 
too slow a turnover. He loads himself up with 
much more of a given item than he needs because 
he either has to have the extra amount to make a 
freight shipment or to take advantage of a quan- 
tity discount. 

—H. E. Hutsurp, Vice-President, The Geo. Worthington 


Co., before recent Ohio Convention. 





Ready to Mix Gold 
and Aluminum Paint 


T. Riessner, 428 Lafayette St., New 
York City, offers this imported ready- 
to-mix liquid gold and aluminum paint 
with high grade of bronzing liquid. By 
a slight turn of the top section of this 
can, the powder is permitted to drop 
into the liquid in the bottom section. 
To use the paint, the contents should be 
shaken thoroughly after the powder and 
liquid are in the lower container. After 
thoroughly shaking the mixture, the top 
is unscrewed and the paint is ready for use. Five sizes are 
offered at the following list prices: 15c., 25c., 40c., 70c., and 
$1.20. Dealer discount is 40 per cent and 5 per cent. 
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PROFIT-MAKING CHEMICAL 
solves the 


DANDELION PROBLEM 


Here at last is the answer to the dandelion problem. No 
more stooping—digging—backaches. No more futile cut- 
ting or pulling out weeds. 


Dan-D-Lion Killer-Kemical kills weed pests simply and 
easily. With the Killer-Kane P 

and its charge of Killer- 
Kemical, a whole lawn can 
be covered in a short time. 
So simple a child can do the 
job. Just a slight pressure 
on the handle permits a few 
drops of the powerful, non- 
poisonous chemical to run 
onto the weed and the job is 
done. 








Although just placed on the 
market a tremendous demand 
has developed. Dealers are 
making big profits. The sea- 
son is here, now. Get your 
profits by stocking Killer- 
Kits at once. Write or wire 
today for literature and dis- 
counts. 






COMPANY , 
puts its cruisers together with 


AMERICAN SCREWS 


NOWHERE has the slo- 
__ gan “Put It Together 
Two Birds With One Stone With Screws” a more signi- 


Lacing, Mechanically Correct: Each hammer-clinched steel tooth of Alligator ficant application than in the 
Steel Belt Lacing holds its width of belt in a powerful compression grip like a tiny vise. H 
yards of a yacht builder. 





Chicago Weed Killer Co. 
550 W. Roosevelt Rd., 
Chicago, Ill. 

















The Matthews Company, 













3 wT a i | _ . 7 

a i te A ; '@) 2s after considerable experi- 4 

Ey] 3 mental work, decided to put ve 

its cruisers together with . 

Cy RB E LT if AC T? G American Screws and has m 

— ee eee done so ever since. pl 

mus o web sens er I 

HE great surplus of strength of this smooth IMPORTANT — Fol irections . : _— 
hinged joint gives length and reliability of =— American Screws have gim- i 
service, unexcelled, in any type of belt and prac- let points which are easy to i! 


tically any service. 














The sectional steel hinge pin (patented) ALLIGATOR Start, true - running threads 
bsorbs friction in the joint. UTP . ° 
me aca — sii Nos, Strel Bele Lac which are easy to drive and 
nd Protection Perce 
Thrown In Sealing the belt} ® deep slots and tough heads 
end with the powerful compres- AX, j Mi : 
sion grip prevents internal friction and ply sep- y which make insertion “wey ie 
aration at the joint. Alligator Stecl Bele Lacing = = B- $ 
prevents belt end troubles and increases the life FI é 
of being. Your Jobber Can Supply You % & 4 
by ox 
Made also in Monel Metal 
re a Sm | WOOD TIRE STOVE MACHINE 


4616 Lexington Street Chicago, U.S.A. 
tm England at 135 Piasbury Pevement, London 8 C 2 


SCREWS 6OLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I..U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO, ILL. 


Put It Together With Screws 


SRT 

















Note the Alligator Stamped on the Lacing and the Yellow Labeled Box for Your Guidance in Buying 
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toggle joint principle and is the 
first Porter tool having jaws 
operating on the shear principle 
with the cutting edges passing _ 
each-other in the cutting oper- - 
ation, 


It is made in three sizes, 14 in., 
24 in. and $6 in. The 36 in. has 










é ‘@ capacity of 5-8 in. soft. 
wire rope or flat bars 
i I-2 in. x 9-32 in. Pe Sa 





In cutting wire rope the Shear 
Cutter severs every strand and 
leaves no uncut orragged edges. - 
. Oh flat stock the cut is clean 
and the edge of material is not. 
unduly twisted or distorted. 
‘The Shear Cutter is rapidly 
gaining recognition as.a valu- 

_ able time saver in many indus- _ 
. tries as well as an emergency 
tool for airports. It has the cut- 

ting capacity of a bench or 

- power tool plus portability. . 

- It is used extensively in wire 

' rope plants and has been found 

to meet a long felt want in ele- 

vator and hoist installation 
work where wire cable is used. 

Telephone and power compan- 

fesareusing this tool with great 

Satisfaction on guy wire and it 























The Porter line of table 
cutting tools. incl Bolt 
Clippers, Chain Cutters, Nut 
Splitters, Shear Cutters, Wire 
Cutters, etc. in a number of 
sizes and models. Write for 
folder illustrating and de- 
scribing the Porter line. 


Sold by leading jobbers. 


H. K PORTE r 


8 Ashland aw Street 
EVERETT MASS. 
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Perfection Stove Co. Sponsors 
High-Power Selling Campaign 


HE Perfection Stove Co., Cleveland, Ohio, has in- 
[seco a “high-power” selling campaign to pro- 

mote the sale of its products. The campaign, which 
started on April 1 and will terminate on June 30, pro- 
vides an opportunity for 1100 dealers to participate in 
more than $14,000 in cash awards. The prizes will be 
awarded to dealers who, in making the most: of the sales 
opportunity provided by the recently introduced high- 
power burner, show the greatest increase in their sales 
quotas. Every dealer, large or small, has an equal oppor- 
tunity to win cash prizes, some of which are awarded dur- 
ing each month of the campaign, while other awards will 
be made when the campaign is concluded. Fair and equi- 
table quotas have been established and each dealer will 
compete only with dealers of similar size for prizes. The 
dealer contest has been largely prompted by the desire of 
the company to provide extra inducements to dealers for 
placing special selling effort behind the Perfection line. 

For its primary purposes, the campaign is intended to 
bring as many customers as is possible into the dealer’s 
store, and to build up a prospect list for the merchant 
against which he can effectively conduct outside selling. 
As a means to this end, the company has prepared three 
distinct consumer contests to be staged by dealers during 
the campaign. In the three consumer prize contests, the 
awards are based upon the best statement of not exceeding 
fifty words on the following respective subjects: 1. “How 
the increased power and speed of the new high-power 
burners will help in the kitchen.” 2. “The advantages of 
burning oil in cook stoves.” 3. “The advantages of using 
the cotton wick in oil stoves.” While the consumer contest 
awards are made on the best statements, as outlined, fur- 
ther public interest is created by the fact that consumers 
are invited to determine several factors, in which time is 
an element. 

An elaborate set of material for the use of dealers in 
promoting and conducting the consumer contests has been 
prepared and includes selling manuals, consumer broad- 
sides, handbills, contest entry blanks, and special window 
trims. In addition, newspaper mats for dealer advertise- 
ments and special movie slides are available. The con- 
sumer contests have been so arranged that in addition to 
securing names of oil stove prospects, a list of possible pur- 
chasers of other merchandise is obtained at the same time. 

Complete information regarding the campaign and both 
the dealer and consumer contests will be provided inter- 


ested dealers upon request. 





Big Job in Small Town 

Beaulieu & Ineck, Winner, S. D., in a 3000 population 
town sell $5,000 worth of paint a year and the first 11 
months of one year sold 22 barrels of linseed oil and 2000 
lb. of lead. There are five other stores in the town handling 
paint. Each paint window display of this firm is helped by 
a direct mail campaign calling attention to the window, a 
newspaper advertisement doing the same thing and a con- 
sistent appeal to those who enter the store to buy their 


| paint right there. 
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‘Our Improved “LEADER” Cobbler Set No. 900 


Now, while people are economizing and having their old shoes repaired instead 
of buying new shoes, is the time to profit through the sale of our popular-priced 
Cobbler Sets. 

Meet the growing demand for our No. 900 “Leader” Cobbler Set. It is a thor- 
oughly practical outfit that you can sell at a low price, please the customer and 
net a good return from every sale. Note size of lasts: Men’s 10”, Boys’ 8”, 
Women’s 6”. Reversible Iron Stand is 12” high. Finish, quality and weight 
surpass all other sets sold at anywhere near the price. Also other styles. Send 
for catalog and prices. 


357-391 WILSON AVE. 


STAR HEEL PLATE CO., NEWARK N. J. 





















Yellow Crown > 


lad O] Dt 


They 
LOOK 
like 
00e. 


on these Fast Sellers 


The Rose Door Check is a sales leader. 
Priced low—yet beats many an expensive 
model. Novel counter demonstrator con- 
vinces. With the tested Rose Selling 
THE Pian you can double your check sales 


without extra effort. For all light doors. 
Swift, silent, closes all the way. Simply 
beautifully 




















SCrew 
d e 
rivers constructed, strongly made, 
Free Rack SCREEN DOOR finished, quickly and easily attached. 
CHECK Ae 
—but they SELL for 25e! 
ANY a bonny Scot has gotten the thrill of — Anan toma ee oe 
a a : - 2 priced sprinklers do—more than most— 
his life out of buying a Bridgeport Yellow yet sells at only $2.75. Another Rose 
Crown! A screw driver with a full-sized, yel- product, so of course it’s a winner. 
low-crowned handle; thicker, stronger ferrule; hirli ; a : 
longer, wider wings; a blade of spectal-analysis, os = aiecie aneceam j vied A —.. 
hi h- . — ee > NL ry ! able, e mist © Vv ower 
high-carbon steel—FOR ONLY 25c! ic a Sie, i hemeeet | tia 





Just show your customers the Bridgeport Yellow durable. Packed in attractive 3-color HASTINGS 


Crown and you'll sell more 25-cent screw drivers. display carton that makes sales hum when 
ADJUSTABLE 


Place one of these bright-yellow, all-steel Display put on the counter. 

Racks on your counter. It is supplied to you abso- LAWN SPRINKLER 
lutely free with one dozen assorted sizes. Profit: 
33 1/3% on your cost; 50% on your selling price. Ask Your Jobber Salesman or Write 


Order No. 77 Assortment from your jobber now. 


BRIDGEPORT HDWE. MFG. CORP., BRIDGEPORT, CONN, FRANK ROSE MFG. CO. conamaner 


General Sales Agent: JOHN H. GRAHAM & CO., INC., 113 Chambers St., New York; 


t e 
Bwrdd e ort 565 W. Washington St., Chicago, Ill; 268 Market St., San Francisco, Calif. 
MARK 





TRACE 


tr s » @- @& 


THE ELASTIC TIP COMPANY | 
@ | RUBBER GOODS AND SPECIALTIES | # | 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., BOSTON, MASS. 


e—- + ~ = & 


















































MAY 14, 1931 








Increasing demand for fence 


Growing disregard for prop- 
erty rights increases demand 
for Fence protection for hun- 
dreds of homes, neighborhood 
parks, playgrounds, miniature 
golf courses, factories, etc. 

Year-round business. Good 
margin. No investment in 
stock. Highly rated, success- 
ful pioneer company. Write 
TODAY for our interesting 
proposition. 

The Stewart Iron Works Co., 
737 Stewart Block Cineinnati, onie 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehousee—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohie. 











SERVICE 
Buffalo Bolts... 


BUFFALO BOLT CO, 
North Tonawanda, New York 


QUALITY 


the reliable bolts that 
have served industry for three gener- 
ations are available in attractive cartons 
with easy-to-read labels. 


ACCURACY 
























We will be glad to help you 
with your sales problems. 


Hardware Age, 72.%2%%.5 























Coming Hardware 
Conventions 


AMERICAN STEEL & Heavy HARDWARE ASSOCIATION 
ConveENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B. R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 27, 28, 1931. L. P. Biggs, 
secretary, 815 Southern Trust Building, Little Rock. 


Caro.inas HarpwarRE AsSocIATION ConvENTION, Greens- 
boro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, secre- 
tary, 804-806 Commercial Bank- Building, Charlotte, N. C. 


Minnesota Retail Harpware AssociaTIon CONvEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


MississipP1 RETAIL HARDWARE ASSOCIATION CONVENTION, 
Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. Guy 
Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PURCHASING AGENTS, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. — 


NaTIONAL ELectric LicHT ASSOCIATION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director. 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New EncuLanp Reta HarpwaRE DEALERS ASSOCIATION 
CONVENTION AND ExHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 80 Federal St., Rooms 415-16, 
Boston, Mass. 


Norta Dakota Reta, Harpware Association Con- 
VENTION AND Exursition, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota Retart Harpware AssociaTIon Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 
Minn. 


SOUTHEASTERN RETAIL Harp- 
WARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION AND EXHIBI- 
TION, Atlanta, Ga., May 12, 13, 
14, 1931. Walter Harlan, sec- 
retary-treasurer, 701 Grand 
Theater Building, Atlanta, Ga. 
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GREEN’S 


SMALL PARTS 
CABINETS 


AND 


STOCK BOXES 


Attractive, Low Priced 
Hardware Fixtures 





Write for Illustrated Price List 


THE GREEN CO., INC. 


92 WEST BROADWAY NEW YORK 











VVVVVVVVVV VV VV VVVVVYG 
Caulking Compound in a New, Handy Tube 


CAULK-O0-SEAL 


(Reg. U. 8S. Pat. Off.) 
The JUMBO TUBE (containing 1 pint) 
complete with Insert Nozzle and Pressure 
Key meets every need of the small user 
and home owner. No caulking gun neces- 
sary. CAULK-O-SEAL is easy to use, 





non-staining and plastic. It is a quick 
seller, volume builder and profitable item 
to handle. Compound also sold in bulk 


with full line of guns. 


If your jobber cannot supply you, 
write us direct. 


CALBAR PAINT 
& VARNISH CO. 


2622 N. Martha St., Philadelphia, Pa. 
My fn fn hn, fn, fr, hi, Ms, he, Me, Lr, 











DIAMOND 


Diamond pliers are 
drop forged from 
special high grade 
tool steel, scientifi- 
cally heat-treated. 
Made in three 
styles. All designed 
to withstand years 
of strenuous ser- 
vice. Slip joint, 
handy grip, jaws 
that hold like a 
vise. Look for the 
Diamond on every 
pair. 


Write for information 
DIAMOND CALK 
HORSESHOE CoO. 
4622 Grand Ave., 
DULUTH, MINN. 





DIAMOND 


WICKWIRE BROTHERS 
GRAY-WICK WIRE CLOTH 


Popular seller. Wire is drawn from Open 
Hearth Copper Bearing Steel % gauge 
OVERSIZE. Resists rust better than or- 
dinary steel wire. 










We control every operation. Electro Plating 
is of 8 to 10% Zinc Coating, heavily enameled 
—a double protection against corrosion. 18 
to 48 in. widths, double selvage. Ask your 
Jobber. 














POULTRY SUPPLIES 





Moe’s Big Boy Feeder Moe’s Egg Carrier 


Years of experience in designing and manufacturing good 
poultry equipment makes Moe’s Line a practical and 
profitable line to sell. Write for Catalog. 


HWoEFT & COMPAN 


2305 Davis St. North Chicago, II. 


10 MINUTE SALES! 


—That’s all the time it takes to sell a 
Bee-Vac Vacuum Cleaner by the Famous 
Ten-Minute Test-Kit—the customer sells 
herself! Be prepared to cash in on Spring 
trade with this amazing new sales idea. 
Complete cleaner line—liberal discounts 
assure your profit. Write or wire at once! 


THE BIRTMAN ELECTRIC COMPANY 
4144 Fullerton Avenue, Chicago 

















FREE! 
Sanitator and Moth 
Repellant Set turns 
prospects into sales! 








MAY 14, 1931 











FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 







French Battery Company, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 











Merchandising 
METHODS 


That’s the keynote for 
ee Are you fully 
ared master 
this “problems in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 
get your copy of ‘The 
Story of Jim King— 
Hardware Man 
simply tear out this 





ad and mail now, 
while this page is 
before you . . (no 
obligation). 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
a Ohio 


New York Office: 20 Vesey St. 
Suite 


500 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 

Advertisements from ployed pted free of charge; inserted in two 

consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 











AVAILABLE—General Sales Manager 


12 years successful managerial record in both domestic and foreign markets. 

Travelled extensively and has wide acquaintance in the industrial field, hard- 

ware, mill supplies, paints and auto accessories. Has broad experience in the 

practical application of sales market and economic research as applied to sales 

and marketing problems. Salary secondary to proposition. offering stability 

= —_ development. Address Box J-298, care of Hardware Age, New 
or! y. 














The Services are available of a man who for many years'in the city 
of Chicago was employed by a manufacturer of sheet metal ware goods 
as Credit Manager and managing office force and of late years as Assistant 
Sales Manager. Wish to act as Manufacturer’s agent in lines to be sold 
to Jobbers, Furniture, Department, Hardware and Variety Stores located 
in Illinois, Indiana and Ohio. If show-room is desirable, could exhibit 
at the Merchandise Mart. Can furnish A-1 references. Address Box 
J-309, care of Harpware AGE, New York City. 





POSITION WANTED: I have experience in hardware, paints, agri- 
cultural implements, and all building materials except lumber, catalog and 
rice-book making, retail store management, store and stock arrangement. 
wenty years selling dealers in New. England. Want job as buyer, 
salesman, store or stock management. Will consider lines to sell dealers 
in New England on commission. First time out of a job in fourteen years. 
Have satisfactory reference and will go anywhere. Address Box J-300, 
care of Harpware AGz, New York City. 


ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience seeks representation 
for Illinois territory of a responsible manufacturer of high grade mer- 
chandising products offering repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores or Auto Specialties, 
working on commission basis or as manufacturers agent. Address Box 
J-307, care of HarpwarE Ace, New York City. 


HARDWARE OR PAINT. Former manager of hardware and fac- 
tory supply business, capable, energetic, good references, would like to 
assume responsibility of some hardware business with idea of purchase 
at some future time or cover Connecticut territory for Hardware or 
Paint Manufacturer. Age 45, 27 years of selling good merchandise. 
Address Box J-302, care of Harpware AGE, New York City. 











HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 
West or South preferred. Address Dux 1-983, care of Harpware AcE, 
New York City. 


MARRIED MAN, 27, desires connection with retail or wholesale hard- 
ware firm. Experience: Six years own hardware store. One year em- 
ployed as retail clerk in large city store. Can give references. Would be 
interested in buying small store if terms could be arranged, or will accept 
$ — as salesman. Address Box J-304, care of Harpware Ace, New 

or ity. 





HELP WANTED 


One Cent a Word; Minimum Fifty Cents per Insertion 


1-Inch Box Display.........++++++ Cvecece ceeesedesensavae $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 





A YOUNG MAN for large suburban store who has a thorough knowl- 
edge of builders hardware, can read plans, blue prints, etc. Write stating 
age, salary and experience. Address Box J-306, care of HARDWARE AGE, 
New York City. 


BUSINESS OPPORTUNITIES mae 
3. 


Set Solid, Minimum of Five Limes......-seseeeeeseesessseee 
l-Inch Box Display.......-.ssececsececsssesecesessseseces $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 








FOR SALE: A going business consisting of Hardware, Saddlery, Auto 
trimming, Tents and Awnings. Invoice $42,000.00. Come to the sunny 
south, Address E. T. AMONETT, El Paso, Texas. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes.......sceccecccsccssecees 


l-Inch Box Display.......--eecescecccessccsscccecesesees 
Four Consecutive Insertions, 10 Per Cent Discount 


An Unusual Opportunity 


for a thoroughly experienced salesman who is now calling on the 
Hardware Jobbing Trade in California and the Southwest States. 

To represent the General Lock Corporation of Lancaster, Pa.—man- 
ufacturers of a line of improved LAMINATED padlocks— 

and The General Grinder Corp’n of Milwaukee, Wis.—manufacturers 
of a complete line of quality tool grinders, vises, etc. 

Both lines sold on an absolute 100% Jobber Only sales policy— 
with the most intensive sales and advertising program ever put be- 
hind similar products. 

Please give FULL details in first letter. Send small snap-shot or 
photo of self if convenient. 

Personal interview will be arranged with one of our executives in 
Los Angeles or San Francisco. man 

Address your reply to 


GENERAL GRINDER CORPORATION 
240 North Milwaukee St., Milwaukee, Wisc. 


$3.00 
$5.00 

















Salesmen to Sell Garden Hose 


Manufacturer of National Reputation wants services of 
salesmen experienced in selling the trade that handles 
garden hose. Give experience, lines previously handled, 
and territory you covered. Commission only. Address 
Box J-289, care HARDWARE AGE, New York City. 











HARDWARE MAN, experienced general hardware, builders and mill 
supplies, paints and varnishes, roofing and sheet metal supplies, plumbing 
and heating. read and take off blue prints, make architect and contractor 
contacts. Energetic and competent. Salary secondary to opportunity. 
Address Box J-305, care of Harpware Ace, New York City. 4 





RETAIL HARDWARE MAN, 15 years’ experience shelf and builders’ 
hardware, paints, tools, electrical and plumbing supplies, in or near 
New York City. Can take complete charge of builders’ hardware or 
paint departments. Excellent references. Address Box J-295, care of 
Harpware Ace, New York City. 


SALESMAN with established following, selling Hardware, Department. 
Furniture and Variety stores in Northern Indiana and Southern Michigan 
desires connection with manufacturer or jobber. Can furnish good refer- 
ence. Married with family. Address Box J-294, care of Harpware AGE, 
New York City. 


SALESMAN desires permanent position with Manufacturer. Manufac- 
turer’s Agent or Jobber catering to the Electrical Dealers, Hardware Deal- 
ers, Contractors, etc., territory 100 miles radius, Philadelphia, Penna. 
Address Box J-303, care of Harpware AcE, New York City. 


HARDWARE SALESMAN, 15 years’ experience. desires connection 
with reputable manufacturer. Wide personal acquaintance with the joh- 
bing and dealer trade throughout the East. Excellent references. Ad- 
dress Box J-297, care of Harpware AcE, New York City. 

















EXCEPTIONAL OPPORTUNITY for those men calling on Hardware 
stores who desire to materially increase their monthly commissions, we 
have a worthwhile proposition to offer. In writing, give line you now 
handle, territory covered, method and frequency of covering. Address 
Box J-291, care of Harpware AcE, New York City. 





REPRESENTATIVES WANTED: Want a few live wire men to sell 
Hardware and building supply dealers, our new patented staple item. 
Volume article, priced reasonable, good commission. Modern Hardware 
Manufacturing Co., 319 10th Street, Toledo, Ohio. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South p tay New York City. 


WANTED: Resident commission salesman for an established line of 
Locks and Brass Hardware for the state of Ohio. Address Box J-310, 
care of Harpware Ace, New York City. 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Limes.........scceccceeeeseceees $3.00 
l-Inch Box Dieplay....c.scsccccccccsccere eocccccccccecece $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 

















BOOKKEEPER, typist, 25, long experience taking full charge of 
office, 4 years in Hardware line, seeks position with wholesale or retail 
ag concern. Address Box J-290, care of Harpware AcE, New 

or ity. 


YOUNG MAN, retail selling experience in paints, hardware and 
housefurnishing lines would like to connect with a iobbing concern sell- 
ine ad —ggeemte trade. Address Box J-296, care of Harpware AcE, New 

or ity. 


HARDWARE MAN, experienced in the following lines: Builders’ 
Hardware, Tools, Mill, actory, and Contractors Supplies, Paints, 
Brushes, etc. Address Box J-293, care of Harpware AcE, New York City. 











SALESMAN, Age 31, 15 years’ selling and purchasing experience of 
hardware, etc. Can do general repairing. Chauffeur’s license. Address 
Box J-308 care of Harpware Ace, New York City. 
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SALESMAN 
Representing a Prominent Manufacturer 

in states of North and South Dakota, Minnesota, Iowa, Nebraska, 
Kansas and Missouri, with exception of St. Louis. Call on wholesale 
hardware, heavy hardware, auto accessory, show —- electrical 
and industrial trade. 20 years on territory. Can handle two good 
lines on commission basis. Best of references. 

Address Box J-299, care Hardware Age, New York City. 














MANUFACTURERS’ SALESMAN, 20 years’ experience, formerly 
saw and tool manufacturer in the east, desires connection for the Pacific 
Coast, California, or Southern California, well acquainted with the 
trade. Address CHAS. E. BISHOP, 1990 East Mountain St., Pasadena, 


Calif, 


HARDWARE AGE 
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~- (CHICAGO) - 


SPRING HINGES 
Quality Plus 


In the “Relax” Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
; action release feature. 


Dealers will find: that it 
pays to sell the “Relax” 
Type 6001 because satisfied cus- 
Spring Pivot-Hinge 
tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 





Send for New Catalogue H 47 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 








Wood 
crews 


- Rivets 
Roofing Nails 
Scratch Brush Wire 









THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn, 

















Lovely Enameled Thumb Tacks 
SELL ON SIGHT 


Home lovers can now secure our beautiful 
tacks in all colors that harmonize with interior 
furnishings and decorations. 


Size 7/16” diameter. Made in 12 colors. 36 
Tacks on a block. Retail at 10c per block, 
$14.40 per gross. Cost Dealers $9.00 per gross 
of blocks. 


Packed 12 blocks in a box—12 boxes in a 
carton. 


We Also Manufacture Upholstery Nails, Thumb Tacks, 
Celluloid Covered Tacks, Fancy Nails, Etc. 


If Your Jobber Cannot Supply You— 
Write Us Direct. 


R. E. MILLER, Inc. 


35 Pearl Street New York City 
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Stock 


and Profit with 


GéB 


Oe TY 


EAR Pow’ Pop { % 


GBF 


LOOK FOR THE “G«B” LABEL -- YOUR PROTECTION AGAINST SUBSTITUTION 


LIGHT 
14-16-18 Mesh 
14-16 Mesh 
Drerenenc Contined_ preference with experienced buyers everywhere, and the increasing number 


of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the mame of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 
CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San F 





HARDWARE AGE 








Now sell fhe 
UNBEATABLE (OWBINATION 


WINCHEST) TE R MODEL 60 )' 
and WINCHESTE) 
KOPPERKLADS 


N times like these, when new customers and in- 

creased sales depend so largely on exceptional 
quality at a surprisingly low price, it will pay to 
concentrate your efforts on the remarkable new 
Winchester Model 60 rifle and Winchester Kop- 
perklads — .22 Short, Long or Long Rifle. 


The Model 60 gives your customers the greatest 
value, at its price, of any rifle on the market. 
A genuine Winchester bolt action which you can 
offer at the amazingly low price of $4.95; its sales 
are already tremendous —thus opening up still 
another opportunity to sell more Kopperklads — 
already well established as the gem of .22’s. 


Have your jobber fill your order NOW for this 
unbeatable combination. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN. 





22 LONG i ~ 50 


wi a / a / Piinstis 


BF GQ) KOPPERKLAD BULLET 


WINCHESTER 








MAY 14, 1931 
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GOODELL 
PRATT 


1500 GOOD TOOLS CONSOLIDATE B 


a Nay 3) 


tn 








he , FACTORY SHIPMENTS 


Check List of | On Purchases Frem :These 


Products 


Made by the combined | Two Famous Tool Ca talogs 
Millers Falls Co. en ° 


and Me 


Goodell-Pratt Co. 











Study this list. It will 
show you how many 
classifications of tools 
can be purchased from 


: 

l 

| | 

asingle reliable source l 
l 

R 





MILLERS FALLS 
TOOLS 






of supply. 


Auger Bits 

Automatic Drills 

Automobile Jacks 

Automotive Tools 

Bench Drills CATALOG No.40 

Bit-Braces 

Breast Drills 

Butcher Saw 
Frames 

Butcher Saw Coils 

Calipers and 
Dividers 

Chain Drills 

Chucks 

Cold Chisels and 
Punches 

Combination 
Squares 

Coping Saws 

Feeler Gauges 

Glass Cutters 

Grinders 

Hack Saw Blades 

Hack Saw Frames 














=r 


COTO) HOE 
PRATT 


MILLERS FALLS COMPA® 


MILLERS + FALLS - MASS. 
US. A. 5 








= 











One of a series of adver- 
tisements to acquaint 


Hand Drills tool buyers with the ad- 
Hole Saws vantages of the Millers 
a Falls and Goodell-Pratt 
Micrometers merger. 


Mitre Boxes 
Nail Sets and 


Punches i 
ames PE 
Polishing Heads , 


Ratchet Screw 


Drivers MILLERS FALLS COMPANY | 





Screw Drivers 


i Millers Falls, Mass. 
Steel Rules 

Tap Holders | GOODELL-PRATT COMPANY 
Wood Levels Greenfield, Mass. 


HARDWARE AGE 
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